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15 HOMES SOLD IN 2 DAYS BY DEALER 


—Using DSC (Dealer Sales Control) —See Page 58 


Sterling HTL UB WE La: 


HARDWARE 


HERE IS A BRAND NEW IDEA 
in sliding door hangers that pro- 


vides the easiest adjustment for 


plumbing or leveling sliding doors. 


The MICRO-CAM adjustment is 
so simple and practical you will 
wonder why no one thought of it 
before! It gives an easy precision 
adjustment not provided by any 


other hanger on the market. 


The hanger attaches to the door with only two screws which never 
have to be loosened or removed. To plumb the door a nylon 
cam is turned with a screwdriver which provides a smooth, 
easy, precise adjustment without the door falling down out 
of control. 


A single locking screw locks the nylon cam in place so 
adjustment is secure. 


THE MICRO-CAM ADJUSTMENT is in piain view and 
easily accessible, not located up between tracks where it cannot 
be reached. 


NOW AVAILABLE WITH STERLING HARDWARE-ASK ABOUT IT, 
WRITE TODAY FOR LITERATURE 
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When a man gets the sHopsmitu fever he just can’t wait to take 
it home. Here’s his dream come true . . . the home workshop he’s 


always wanted. And when you sell him a sHopsmitu, you're sell- H 0 f*] 


ing him the satisfaction of getting jobs done faster ... better... 
at far lower cost ! 

Compact, versatile, rugged and accurate . . . sHopsMITH is the 
amazing multi-purpose tool that does everything a shop full of 
single-purpose tools can do— AND MORE —at 1/3 the cost! 
For dealer information, write Dept. SAL-817. 


NOW! Complete Shop in 1 Tool for only $299-5° with YUBA’s fabulous 


9 POINT 
PROFIT- MAKING 
PROGRAM 


Greatest support ever 
offered Power Tool Dealers 


+ New Under $300 List Price! 

+ Yuba 2-Way Guarantee! 

+ November Invoicing—December Dating! 
+ Christmas Lay-Away Promotion! 

+ Self Demonstrating Display! 

Quantity Discounts! 

+ Special Telephone Listings! 

+ Retail Incentive Program! 

9. National Advertising and Promotion! 


MITH 


' 
164” VERTICAL 
DRILL PRESS 


@enouwebhown — 


For season-’round profits, sell YARDSMITH . . . SHOPSMITH’S outdoor power partner. 


YUBA POWER PRODUCTS, INC. 


800 EVANS ST., CINCINNATI 4, OHIO 
A Subsidiary of 
YUBA CONSOLIDATED INDUSTRIES, INC. 
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EXCLUSIVE “T-ZONE” TOUGHNESS — 
Sargent AlignaLocks and SentryLocks 
are built stronger than any comparable 
residential locksets. Exclusive one-piece 
aligning tube and latch tube interlock, 
form bend-proof, slip-proof “T” in torque 
area. Screwless design. No other lockset 
installs easier or faster. 
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THE RIGHT DECOR FOR EVERY DOOR— 
Sargent’s SentryLock and AlignaLock line 
knows no peer in lock design. Both come 
in a variety of handsome knobs, exciting 
roses and luxurious finishes to provide 
just the decorative effect you want. All 
units are interchangeable. Over 100 
beautiful designs to choose from. 


~ 
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EXTRA SECURITY...NO KNUCKLE 
SCRAPING — Guarded latch bolts and 
extra latch projection assure unequaled 
security. A full 22-inch backset prevents 
knuckle scraping. For a copy of the new 
award-winning full-color residential hard- 
ware catalog, write to: Sargent & Com- 
pany, New Haven 9, Connecticut. 


Dreamhouse plans need the right finishing touch... 
Sargent Residential Hardware 
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WHAT IS “DSC”? This __ insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During the coming months you will 
see dramatic evidence of DSC in Amer- 
ican Lumberman. Topics to be covered 
include land development by the dealer; 
building companies controled by the deal- 
er; fabrication of trusses and other com- 
ponents by the dealer; control of the 
home improvement market by the dealer. 


Something to 
Think About .. . 


* Robert T. Arnold, Jr., a retail Jumber 
dealer from Adams, Mass., made news 
in American Lumberman two years ago 
with his successful development of the 
TownCrest subdivision in Cheshire, Mass. 

Speaking of his firm’s construction 
activities today, Arnold said last month 
that he has temporarily discontinued 
building in TownCrest because of water 
supply problems. But a new development 
of 30 homes has been started by the 
lumberyard. 

“We have on the payroll six carpenters 
building homes and garages. Also we 
have two or three jobs subcontracted out 
to builders,” Arnold said. “We earnestly 
solicit contract jobs—be they homes, 
garages, kitchens, general remodeling, 
etc. We know that this is the eventual 
trend of the building business—a one- 
stop building center. 

“It takes 16-hour days for a dealer to 
accomplish this type of ‘DSC’ (Dealer 
Sales Control) program today. But as the 
trend continues a more systematic rou- 
tine should develop.” 

Arnold believes that a successful one- 
stop building center hinges upon a supply 
of lots, having access to good contractors 
and being well versed in methods of 
financing. 
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CONVENIENCE 


ROYAL OAK FLOORING 


PRECISION - MATCHED TO LAY FLOORS - TIGHT and STRONG! 


Fordyce ROYAL OAK FLOORING is the choice of homeowners who want “only the finest.” 

it is side-matched for precision laying and end-matched with tapered-tongue for uniform strength 
and tightness. And for YOUR convenience in handling, Fordyce ROYAL OAK FLOORING is 
available as follows: Conventional Bundles, 8-foot and shorter, put up in packages of 
approximately 650 feet per package. Nested Bundles (8 feet long, 24 feet to the bundle). 
Strapped Packages (containing 35 nested bundles, 840 feet per package). 

Nested Bundles of 1%-foot Shorts in strapped packages. 

Top and bottom of each package protected with 

corrugated paper board. 
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PERSONAL VIEWPOINT 





Tired of the Rat Race? 


Before World II, most lumber dealers around Spring Lake and Grand 
Haven, Mich., enjoyed both good sales and profits. Here was a rather 
typical marketing area with about 20,000 population served by reliable 
contractors, who were serviced by quality-conscious dealers. 


What has happened at Spring Lake and Grand Haven has been dupli- 
cated in thousands of areas in recent years. Briefly the market in the Mich- 
igan region has completely reversed itself. Now the atmosphere is cut 
prics, literally a rat race with dealers bidding against each other for avail- 
able business. 


Cash-and-carry, as big business, appeared here in the early 50’s, well 
before it became a problem in other states. This led immediately to more 
contractor discounts and dubious schemes by conventional yards to com- 
pete with c&c’s. There is little doubt, according to dealers interviewed last 
month, that one result has been a steady deterioration of quality through- 
out the whole area—in materials, in building methods and in dealer prof- 
its. 

And while the contractor and the consumer are supposed to benefit 
from cut prices, the real story is quite different. Shoddy building now is 
common because dealers have abandoned their traditional service func- 
tions. 


If this seems like a hopeless, all too common a situation, you can turn 
to page 58 and learn how one Spring Lake dealer escaped from the 
rat race. His decision was to both control and create his own house-build- 
ing volume. We stress the word “create”, because up until this time this 
retailer showed his homes, few persons in the area realized the number 
of house-hungry consumers available. There’s a lesson here for every 
small-town dealer jogging along anticipating only a fixed number of new 
homes each year. 


Today DSC (dealer sales control) is pulling this Spring Lake retailer’s 
business back into the profit column. He has no rich relatives, his sources 
of supply expect to get paid promptly. 


This story is being duplicated in markets from coast-to-coast. You'll see 
it repeated with increased frequency in the months ahead. It would be 
pleasant to dream that the competitive “rat race” would go away. But the 
hard facts are that price competition will actually become more intense. 
As we have often mentioned, the output of lumber and building materials 
is rising without a matching increase in the sales ability by all trade factors. 


Dealers who have the skill, toughness and capital to slug it out on a 
price and volume basis often can survive the rat race. It is well known that 
some of the cash-and-carry giants are thriving on low prices but tremen- 
dous volume. 


But for the small and medium-sized retailer not equipped to meet the 
giants on their own terms, there are other ways back to prosperity. For the 
reader of American Lumberman, the new profit directions are indicated 
by the small DSC (dealer sales control) emblem on a news story or feature. 
Since our May 11th issue, we have shown how DSC increases profits on 
home building by land control, general contracting, financing and packag- 
ing selling. 

With the September 14th issue, the DSC principle will be described at 
work for dealers in home improvement. There will be surprises and great 
encouragement for every dealer interested in cracking this booming mar- 
ket. 


If you don’t like the rat race, DSC is for you. Study this technique, be 
hard-boiled about it. In the end, we believe you'll agree it’s a very sound 
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First chain door fastener, ever, that 
UNLOCKS FROM OUTSIDE! 


ILCO 
GUARD-O-MATIC 


Here’s the hottest idea that’s hit the builders’ hardware 
market this year .. . unique type of chain door 
fastener that... 


%& Offers a revolutionary convenience 
feature—it permits entrance by key from 


outside at any time without disturbing FROM INSIDE—Chain permits door to open only 
occupants. slightly so that visitor can be identified before ad- 
mission. Visitor cannot remove chain from outside. 


a Provides extra security — occupant Easily removed by occupant. 
sees visitor before allowing admittance. 


You’ve got a double market for ILCO’s new 
GUARD-O-MATIC. It’s a sales natural for 
the still-growing Do-It-Yourself market because it’s 
so easy to install, so practical. And builders want 
it to add more sales appeal to their new homes. 


Can be keyed alike with ILCO Locksets. 


This is too hot an item to miss. Ask your jobber 
today about GUARD-O-MATIC or write : 
FROM OUTSIDE—A turn of key rotates slotted 


us direct for complete information. Aes ; age “ 
plate inside and ejects locking pin from slot. Five 
pin tumbler cylinder provides top security. 


SPECIAL 
INTRODUCTORY 
OFFER 


With order of seven or more 
GUARD-O-MATICS you get 
attractive demonstrating display 
FREE -— with one of them mounted, 
as illustrated. 
EASY TO OPERATE—To release chain from out- 
side, merely turn key in cylinder and locking pin 


drops from slot. From inside, close door and slide 
pin from slot. Pin hangs in bracket when idle. 


Ask your jobber today 
for full details, or write direct. 


INDEPENDENT LOCK COMPANY 
VV FITCHBURG, MASS. 
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NEW 
DEVELOPMENTS 


American Lumberman, August 17, 1959 


BUILDERS ARE AROUSED OVER A BILL EXEMPTING CONSTRUCTION from the secondary 
boycott provisions of the Taft-Hartley Act. Should the Congress approve 
the exemption, now incorporated in a bill already approved by the 
House Labor Committee (H.R. 8342), the measure would be enacted into 
law with a severe impact on housing. The bill also contains another 
blow aimed at the building industry -— a provision to legalize 
pre-hire contracts. 


House debate should be underway as you read this newsletter. Opponents 
hope to sidetrack the bill with a substitute, which does not contain 
the objectionable secondary boycott and pre-hire provisions. 


JAPANESE TECHNICAL EXPERTS have had a busy spring and summer visiting indus- 
trial America for ideas and the latest in new manufacturing equipment. 
Several sizeable teams have concentrated on the wood products and 
building materials category. We have noted purchases of equipment to 
fabricate ceiling tileboard, particle board, plastic laminates and 
spray equipment, probably for hardwood plywood and other pre-decorated 
panel products. 


Their technical know-how is impressive and they seem to have a keen 
merchandising sense for our growth products. While our manufacturers 
talk against imports, we can report that many Japanese received the 
red carpet treatment in mills and factories. A bit confusing. 


WOOD MOLDINGS FROM MEXICO are entering this country in greater volume. 
Mill spokesmen recently testified before the Senate Finance Committee 
in support of Sen. Anderson's bill to raise the tariff on imported 
moldings to 17% of value The Ponderosa pine moldings from Mexico are 
said to be causing economic distress among domestic producers. 


PUBLIC HEARINGS ON LABELING of certain decorative products with a simulated 
wood finish have been called by the Senate Commerce Committee. 
Froper labeling is said to be overdue in the furniture industry, 
specifically for television cabinetry, where the consumer often thinks 
he is getting a solid or veneered wood cabinet. 


PROMINENT LUMBER DEALERS met last month with the National Lumber Manufacturers 
Association to discuss a more active role for retailers in the Wood 
Promotion Program. This followed by a week of NLMA architect-builder 
conference on the role of wood in the competitive home building 
industry. 


Largely ignored by NLMA in planning the original Wood Promotion Program, 
the dealers were outspoken and specific in their suggestions for closer 
liaison in the future. Comments were made on the growing role of deal- 
ers with trusses, wall panels and other components made from wood. 
Dealers were disturbed to find that NLMA had a far from clear picture 
of the typical lumber dealer today. Fog was evident on average yearly 
Sales, net worth, turnover and lines stocked. 


ALUMINUM'S GROWTH IN HOME BUILDING was recently highlighted by the Wall 
Street Journal. They stated that builders will erect 15,000 aluminum 
homes this year, an increase from only a few hundred in 1958. 
One aluminum producer predicted that housing will take 50% more 
aluminum in 1959 than last year. Aluminum siding, more aluminum 
windows, explains this optimistic forecast. 

FIRE SAFETY OF PLASTICS in building will be studied at the Southwest Research 
Institute, San Antonio, by the Manufacturing Chemists Association. 
The project will evaluate plastics in building relative to traditional 
materials, building code regulations. 
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PAV H LION The first unit of the new Memphis Academy 


of Arts rises majestically in the city’s Over- 

inl ton Park.This impressive structure will be the 
OF BEAUTY... pride of Memphis residents for generations. 
KEYWALL masonry reinforcement is 

protecting the beauty of this Fine Arts Cen- 

ter. It’s adding greater crack resistance and 

increased strength to outside and partition 


tie y, ee 
i wile Rh j 
SCE Ny 
“Ey ill i\ ai Hit fic, 
iy a 


% atte 
Gi i i alt bi 
Mitt nee 
Heh yell h 
un 


BUILT TO LAST WITH 


AEY WALL 


Galvanized Masonry Joint Reinforcement 
EALERS: 


You get faster turnover and extra profits when 
you tie in with the Keystone line. Keystone 
helps you sell with advertisements like this in 
leading architectural and building publications. = 














walls, as well as the retaining wall at the base. 

Architects have specified KEYWALL be- 
cause they know it does an exceptional job 
in reducing shrinkage cracks and increasing 
lateral strength. And, as on all KEYWALL 
jobs, they can be sure this masonry rein- 


forcement is used as specified. 
Masons find KEYWALL easy to handle 





n the Million 


Dollar Fine Arts Center architectural 

mpetition, Memphis, Tennessee. 
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icademy, a 
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Harrover, Architects; Allen and 
Hoshall, ‘Mechanical Engineers; John 
C. Brough, Structural Engineer; 
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KEYWALL masonry joint reinforcement 
is made for the following wall thicknesses: 
4”,6”,8”, 10” and 12”. 


and store. It unrolls in place on the wall, it 
cuts easily, and it’s easy to lap without add- 
ing thickness to mortar joints. Full embed- 
ment and a strong bond are always assured. 

Why not use KEYWALL masonry joint 
reinforcement on your next job? You'll find 
it gives the low-cost, effective reinforcement 
you’ve been looking for. 











KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
Keywall - Keycorner - Keystrip - Keymesh® - Welded Wire Fabric + Nails 


Name 
Title 
Company 


. 
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Keystone Steel & Wire Company 
Peoria 7, Illinois 


Please send me complete information on Keywall. 


I 
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Dept. AL-89 


meet ED SMOCK.... ome of your Teco-Testers at Western Veneer and 
Plywood Company. This Teco-Tester is the same as having your own quality 
control man at our manufacturing plant. He is employed by Timber Engi- 
neering Company {TECO}, a top rated independent research and testing 
agency in Washington, D. C. His production line inspection and testing 
enables TECO to certify that the plywood you buy meets or exceeds commercial 
standards. And, look for the "Struc’’ mark on Teco-Tested plywood. This 
stamp certifies that it complies with FHA’s structural standards of depend- 
able quality for all load bearing plywood applications. Remember your 
“'Teco-Tester,” a trained technician... your personal guarantee of quality 
plywood. Contact your plywood supplier or write us. 


» WESTERN VENEER 
‘AND PLYWOOD COMPANY 


ag Lebanon, Oregon « Teletype: 485 «¢ Phone: ALpine 8-3138 


e@ New X-WP12 Interior 
e Interior and Hot Press Exterior 
co TEs; 


COTES 


e Mixed Sanded and Sheathing £5 


A New Grade Stamp 
for Plywood. 
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HOW TO CUT YOUR ACCOUNTING COSTS DOWN TO SIZE...FAST 


It’s a plan. The Burroughs Typing Sensimatic Accounting 
plan. It provides: 
e A simple, yet 100% mechanized accounting system. 


e A system geared to all your present needs yet easily 
expanded as needed. 


e A system that gives you up-to-the-instant figure facts 
about your business at all times. 


e Burroughs designed for every step in your accounting. 


With the Typing Sensimatic you just type in any job’s 


Burroughs 


description and location. In one operation you wrap up 
posting and journalizing with complete typewritten 
description. Easier, faster trial balances, too! 


FREE BOOKLET: Call our nearby 
branch for your free copy of From Journal- 
izing to Report Writing today. Or write 


to Burroughs Corporation, Burroughs 


Division, Detroit 32, Michigan. 
Burroughs and Sensimatic—T M's 


® 3} Burroughs Corporation 


= “NEW DIMENSIONS /| in electronics and data processing systems” 
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DO-IT- 
YOURSELF 
ALUMINUM 

STORM 
WINDOWS 


SELL ALL THESE 4 good reasons to make 
PROMIIAGUG = —Aleminawe storm wintows 


your major promotion for 


the month of September 


RIGHT SEASON-Sell the idea of 

new storm windows in September 
... before the old ones go up for “just 
one more winter.” 


RIGHT PRICE-—Let customers 

compare your costs of material to 
the price of a custom-made job. They'll 
see the light! 


RIGHT DIRECTIONS—Reynolds 

brand new instruction sheet dia- 
grams each step in making storm win- 
dows . . . makes it easy for even the 
unhandiest home mechanic. 


YNOLDS& 
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RIGHT SUPPORT—Reynolds 

helps you sell the idea with a com- 
plete selling kit, including window DO-IT-YOURSELF, Dept. AL 
streamer, ad mat, instruction sheets R lds Metals C 
and statement stuffer . . . all to help eynolds Metals Company 
you get the big ticket sales in Do-It- Richmond 18, Virginia 
Yourself Aluminum storm windows. 

Please send me promotion kit(s) for 


CLIP THIS COUPON or Reynolds Do-It-Yourself Aluminum storm windows. 
contact your distributor for 

Reynolds FREE storm win- —_— 
dow promotion kit. If you COMPANY 
don’t have a Reynolds Do- ADDRESS 
[t-Yourself Aluminum rack city 
now, check the box in the 
coupon for information on 
this profitable but compact 
selling fixture, 


ALUMINUM & 


RICHMOND 18, VIRGINIA 

















[_] I would like additional information on the Reynolds 
Do-It-Yourself Aluminum sales rack, 
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FORMAL STYLING, generally clear with small 
scattered natural characteristics, gives low-cost 
luxury in beautiful paneling. 

















3 fast-selling designs in 
Packaged Pine Paneling 


IDAHO WHITE PINE paneling—available packaged from Weyerhaeuser— 
offers new sales appeal, new convenience. Three versatile styles provide 
your customers with the right paneling for any room . . . new or old, for 
home or commercial installation. 

Weyerhaeuser 4-Square Packaged White Pine Paneling is kiln-dried, 
precision-finished . . . wrapped to reach the job clean, dry and unmarred. 
Packages are easy to handle in your yard and on the job. All three styles 
are available in 6, 8 and 10-inch widths . . . 7 or 8-foot lengths. Each 
package contains 5 full lengths and another layer of two pieces. 

Stock the paneling that is styled for today’s market . .. Weyerhaeuser 
4-Square Idaho White Pine. Ask your Weyerhaeuser District Represent- 
ative for complete information. 


WEYERHAEUSER SALES COMPANY 
First National Bank Building « St. Paul 1, Minnesota 

















TRADITIONAL STYLING, with small, 
tight knots, adds a warm friendly atmos- 
— phere to any room, 


CONTEMPORARY STYLING, with me- 
dium knots, fits beautifully into today’s 


home styling. ail 
—* i EASIER TO STOCK, EASIER TO SELL. 
ele tw ie Special heavy-duty packaging seals out 
dust, moisture ... protects paneling. 


%. . 
*e . 
fee eet 
 eecccccccccccccesenenenoeeeee®* 


Weyerhaeuser | 4-SQUARE 
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the NEW Massey-Ferguson Work Bull 204 
has Pedal Directional Control 


the only 40-h. p. 
Industnal Tractor 
with Instant Reverse 
and Torque Converter 





SEE IT...TRY IT... to really learn the benefits of this 
powerful, new Massey-Ferguson Work Bull 204. Faster cycling, 
unmatched maneuverability, greater earning power are a few. 


A simple touch of your toe on the 3-point pedal control 
changes your direction of travel, determines your speed, or 
lets you “rev” up the engine for faster loading or dumping. 
Four equal speeds in each direction — “job engineered” to 
meet every work requirement — lets you select the speed you 
need for each particular job. Torque converter automatically 
adjusts power to load demands. No shifting ...no clutching... 
no levers to pull. 

With the new M-F Davis Loader, integrated with the Work 
Bull 204, you have a rig that can’t be beat — no matter what 

PEDAL DIRECTIONAL CONTROL comparison you use. For an all-around unit, add the M-F Davis 


Massey-Ferguson's exclusive instent revers- Backhoe or Scarifier-Scraper ... you'll be in business for profit! 
ing and speed are controlled by this simple 
3-point, combination directional-acceleration 
pedal. Right pedal — forward, left— reverse. 
The farther you depress each pedal the 
faster you go. Changes directions instantly, 
smoothly. Center pedal is foot accelerator 
to speed loading and dumping. 


A DEMONSTRATION WILL PROVE IT 
CALL YOUR M-F INDUSTRIAL DEALER NOW 


MASSEY-FERGUSON INDUSTRIAL DIVISION 


BLOCK 1000 SOUTH WEST STREET . WICHITA 13N, KANSAS 
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THEY SELL AT REGULAR BASEMENT WINDOW PRICES 


AT LAST . . . You can offer your customers these individually 
cartoned, top-quality Jalousie Units at the price of ordinary 
basement windows .. . AND MAKE YOUR NORMAL 
PROFIT! 

Each carton contains a fully weather stripped and completely 
assembled Regal Aluminum Jalousie Unit with heavy-duty 
glass louvers, aluminum screen panel, automatic control oper- 
ator (left or right mounting) PLUS all necessary hardware for 
quick and easy installation. Optional storm panels available. 


IMMEDIATE DELIVERY of all Three Popular Stock Sizes 
33” x 13%" @ 33” x 17%" @ 33” x 20%” 


mst 


“SILENT SALESMAN” 
COUNTER DISPLAY 


This compact counter dis- 
play occupies minimum 
space ... yet sells Regal 
Jalousie units on sight... 
builds more sales for you. 


S288 8 8 BB MA THIS COUPON TODAY See eee 


REGAL WINDOW PRODUCTS CO. * 6720 Allentown Bivd. * Harrisburg, Pa. 
RUSH me literature, prices and sales information on Regal 
Jalousie Basement Windows and the Regal “Silent-Salesman” 
Counter Display. 


Name 
Address 
City 
Individual 














oy 





t Parade Today 


MEN in the news 


¢ William J. McGraw has been ap- 
pointed assistant sales manager of 
American Power Tool, a div. of Amer- 
ican-Lincoln Corp., Toledo, Ohio. He 
was formerly with Thor Power Tool 
Co. 


Victor B. Casey Earl W. Hadland 


* Victor B. Casey has been elected ex- 
ecutive vice-president and_ general 
manager of the F. C. Russell Co., 
Columbiana, Ohio. Also, Stuart Mills 
has been elected secretary and treas- 
urer of the company. 


* Masonite Corp., Chicago, has re- 
named its dealer sales department the 
building products department and has 
appointed Earl W. Hadland to the po- 
sition of general merchandise manag- 
er, a new executive position. D. J. 
Moore takes over as eastern sales man- 
ager and W. J. Hoy as western sales 
manager of the building products de- 
partment. 


W. B. Holton E. J. Schultz 


¢ The Yale & Towne Mfg. Co., New 
York, has established the Towne Hard- 
ware Div. to market ceramic and metal 
builders’ hardware trim and accesso- 
ries under the trademark, “Towne”. 
W. B. “Bud” Holton, Pelham Manor, 
N. Y., is manager of the new division. 


¢ E. J. Schultz, general sales manager, 
Abitibi Corp., has been elected to the 
board of directors. 


* Thomas Shedden has been named 
field sales manager for Stanley Electric 
Tools division of The Stanley Works, 
New Britain, Conn. 


¢ Ira Ruhl has been named general 
sales manager for Barclay Mfg. Co., 
Inc., New York. 


¢ Hallack & Howard Lumber Co., 
Denver, Colo., has appointed Tom 
Gamble as vice-president. 
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Snap on or off power unit 
in 3 seconds! 


Not makeshift attachments 

—but integrated, quality tools! 

Fit SKIL and many other 4” drills 
in use today! 


Priced right—for high turnover, 
volume and profit! 





Revolutionary new SKIL § 





SNAP IN+IT’S LOCKED! | 
| wr? kK 


Sy 
Oo 
— 
1s 


| Snap lock 








SNAP OUT—IT’S OFF! 











Snap/Lock Tools ... 


world’s first and only tools 
that snap on-off in 3 seconds 









Skil Snap/Lock Tools are a truly dramatic new concept 
—and one that completely obsoletes all previous tools 
with removable power units. Now there’s no time wasted 
in complicated assembly using screwdrivers, wrenches, 
bolts, clamps, or small parts. 


With the revolutionary new Skil Snap/Lock 
Tools you just snap them on... snap them off 
the power unit. It’s as simple as that—and it 
takes just 3 seconds. THINK what a real sales- 






























































making store demonstration that provides! 


' The market for these Snap/Lock Tools is tremendous. 


They fit all Skil 144” Model 503 Drills, Skil Model 549 
(type 5 and later), and also B & D Models U-1, U-3, 


U-15, U-100, and U-400! 


And for the first time, your customers can buy a line 
of Skil quality tools for less than $20 each! It’s another 
basic, trend-setting development— made possible only by 


SKIL SNAP/LOCK JIG 
SAW (Model 22502) 

Cuts anything from 1” dressed 
lumber to steel, any shape from 
straight lines to small circles. 
Automatic blower keeps saw- 
dust off line of cut. Sturdy, 
die-cast handle for accurate, 
one-hand cutting. Starts own 
hole for ‘‘pocket’”’ cuts. Oversize 
saw foot for extra stability. 
Light—only 214 lbs. (less power 
unit). 


SKIL SNAP/LOCK 
ORBITAL SANDER (No. 22503) 


Ends sanding boredom—cuts 
the job from hours to minutes. 
Sands close to corners; has same 
full 25 sq. in. sanding pad used 
on deluxe SKIL sanders. In- 
cludes exclusive long-life Perma- 
Grit tungsten carbide sanding 
sheet—twice as fast as sand- 
paper. Also uses 354” x 9” paper 
sheets. Light—only 2% lbs. 
(less power unit). 


Skil’s unequalled research and engineering facilities. 








SKIL SNAP/LOCK 5” 
SAW (Model 22501) 
Cuts 1” lumber at 45°, 114” at 
90°. Easy-to-adjust depth and 
bevel controls for accurate cut- 
ting of lumber, plywood, com- 
osition. Telescoping lower 
blade guard for extra safety; has 
retracting handle for making 
pocket cuts. Light—only 24 
lbs. (less power unit). Includes 
rip fence, 5” combination blade 
with 14" rd. arbor. 


SKIL SNAP/LOCK 
HEDGE TRIMMER (No. 22504) 

Scalloped-tooth design grips 
branches for faster cutting. Wide 
tooth spacing cuts larger 
branches in one stroke. Deluxe 
contour handle adjusts full 90° 
right or left for easy 1-hand use. 
Covers greater area—has same 
extra-long 14-'%” tool steel blade 
used in deluxe trimmers. Light 
—only 3 4 lbs. (less power unit). 


d SKIL's revolutionary new merchandising 
an see approach for you and your customers .. . 





Stlling Tienda Cohay 
















A New Merchandising Concept 
...@ Skil Exclusive 


FREE Wall-Holders Help Build Sales of 
Complete Matched Sets 


Your customers get a $2.95 Wall-Holder unit absolutely Free, 
packed with each SKIL Snap/Lock Jig Saw, Sander, and 5’ 
Saw on this special introductory offer. The Wall-Holder cradles 
the tool on wall, pegboard, or inside a cabinet door... guards it 
against mars and scratches—keeps it always ready for use. 


Also helps build sales of complete, matched sets of SKIL Snap/Lock 
Tools. Each Snap/Lock Tool has been designed for family 
resemblance, and each Wall-Holder is designed for consumer use 
singly, or they can be bolted together in groups of two or three to 
form a complete home workshop. 


FREE! Self-Demonstrating SKIL Merchandiser 


FREE Colorful Self-demonstrating display makes a dramatic attention getter, 

A Display Panel a convincing sales clincher. Let prospects actually snap SKIL 
Drill in and out of Snap/Lock Sander in 3 seconds. Fact Tag on 

- drill and each Snap/Lock Tool highlights key selling features. 


Here’s how to get it... 


Order Master Pack No. 22510 for the Retail Price of $67.80 
(/ess your regular discount) and you get— 








1 No. 22502 Jig Saw (including FREE Wall-Holder) 

1 No. 22501 5” Saw (including FREE Wall-Holder) 

1 No. 22503 Orbital Sander (including FREE Wall-Holder) 
1No.503 %%” Drill 


Plus complete FREE merchandising kit including: 


e Drill-Holder Display Unit. e 4 attention getting streamers for 
window or in-store use. 
e Colorful background display 


panel. @ Handy business reply card for 


ordering Snap/Lock Tool ad 
@ 25 Snap/Lock Tool Line mats, radio spots, additional 
Folders. streamers, stuffers. 


Smashing national ads and free 


LOOK—every issue 
Oct. 13 to Dec. 8 


Popular Mechanics— a 
Sept. & Oct. i 


ery | gy rey gga wae’) FREEI SKIL CORPORATION 
iO) | my + ~ pec cee 3 at na {+ rv- 5033 Elston Ave., Chicago 30, Illinois 
EE me so NEW . © arg 
ade 1 J . 8 ccanaines Mister , - ¢ 3601 Dundas St., W., Toronto 9, Ont. 


ments—Nov. 15. This oo h P py Prices and specifications are subject to change without notice. 
Week and In- . — os All orders are subject to acceptance by factory in Chicago. 


Orders are billed at prices in effect at date of shi ’ 
dependent u at prices in effect at date of shipment. 


Supplements 


Form F-14590 Printed in U.S.A. 








BUILT-IN SALES CLINCHER 


Admiral built-ins sell homes! 
Cost less...install easier! 


NEW CUSTOM-BEAUTY! NEW EFFICIENCY! 


To the housewife, the kitchen is the heart of the home. That’s why 

homes with Admiral Kitchens are easier to sell. Admiral built-ins are loaded 
with exclusive features that have instant appeal to women. What's more, 
these advantages are pre-sold nationwide by Admiral’s 

continuing powerful national advertising. 


Giant non fogging pi icture 
windew L 


By any measure, Admiral built-ins give your house a built-in sales clincher 
that can open and close the sale. They’re easier to install... actually cost you 
less! It will pay you well to investigate Admiral built-ins now! ture 


Automatic Temperature 
Control Units » 








MAIL THIS COUPON TODAY 

Admiral Corporation, Built-in Appliance Division, Dept. AL-89 
3800 Cortiand St., Chicago 47, Illinois 

Please send more details and the name of my nearest Admiral 
distributor. 


MARK OF QUALITY THROUGHOUT THE WORLD 


Admiral ©. 


Sold in 90 countries. Manufactured in the U.S.A., Australia, Argentina, Brazil, Canada, Italy, 
Mexico, Philippines, and Uruguay. Admiral Corp., Chicago 47, Ill., and Port Credit, Canada. 


Name 


Address 


City one State 
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“STRONG- 


NEW CELOTEX | 
| 


REG. U.S. PAT, OFF, 


INSULATING SHEATHING 
WITH SUPER 
NAIL-HOLDING POWER! | 


FOR DIRECT NAILING OF WOOD OR ASBESTOS SHINGLES 


Now... Celotex gives you 
the industry’s most 
complete sheathing line! 





A Type for Every Customer... for Every Building Budget! 


FINEST! THRIFT LEADER! 
CELOTEX 25/32” INSULATING SHEATHING CELOTEX '/2” INSULATING SHEATHING 


@ Indicates “top quality construction throughout” @ Surpasses other sheathing materials in 
insulating efficiency 

@ Handles extra “easy,” with dependable 
strength, durability 

* Double-Waterproofed (asphalt coated ) or « Double-Waterproofed (asphalt coated ) or 
Aspha It-I mpregnated Asphal t-Im pregnated 

@ Big Board (4’ x 8’ or 9’; square edges). ®@ Big Board (4’ x 8’ or 9’; square edges). 
Center-Matched (2’ x 8’) Center-Matched (2’ x 8’) 


® Thickest, maximum insulation value, 
superior structural strength 





Treated during manufacture for protection against termite and dry rot attack. 


YOUR WHOLESALER OF CELOTEX BUILDING PRODUCTS INVENTORIES THESE SHEATHINGS. CALL HIM TODAY! 
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WALL"... 





Economical! 


STRONG-WALL 
2" INSULATING SHEATHING 


@ Extraordinary strength, rigidity 
and nail-gripping ability! 


@ Exceeds FHA requirements for nailability 


@ Exceeds FHA requirements when applied vertically 
without corner bracing. Cuts cost! 


@ Asphalt treated integrally 
@ BIG BOARD (4’ x 8’ or 9’; square edges) 


Plus...“ Life-of-Building” 
Guarantee 


Your home-builder custom- 
ers get this certificate to 
give every buyer. Indi- 
cates quality construction 
throughout... helps close 
more sales. Also, attrac- 
tive folder with builder's 
name imprinted, free. Ask 
your Celotex representa- 
tive for samples. 


THE CELOTEX CORPORATION © 320 SOUTH LASALLE STREET * CHICAGO 3, ILLINOIS 
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battens which serve as top corner protectors and as spacers. 








4’x8’ UNIT ready to be picked up by fork lift truck with side 


Multiples of 2'x2' Package Make Up 
New Lumber Unit-Load System 


Southwest Lumber Mills, Phoenix, 
Ariz., has chosen a 2’x2’ lumber 
package as the basis for unitized ship- 
ments, 

This size package was chosen be- 
cause it is small enough to be un- 
loaded with light lift truck equipment 


"FA Ba aesr4«arra 


LUMBER AT DESTINATION as seen from 
doorway. End packages are moved to 
center on rollers. Shipments have ar- 
rived in excellent condition, according 
to Southwest officials. 
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at the retail yard and still can be 
unloaded in multiples by heavy equip- 
ment for even greater savings, accord- 
ing to J. B. Edens, president of South- 
west. 

Cars received using the unit-load 
system have brought enchusiastic en- 
dorsement from retailers, Edens said. 

At present, Southwest brings 4’x4’ 
carrier units to the shipping yard 
where they are restacked into 2’x2’ 
packages. The tally is marked on each 
package, 2”x4”x22” spacers are laid 
across the top of the package and 
the package and spacers are banded 
together using %4”x.028” Signode 
strapping. 

Four of these packages are then 
placed together, two high and two 
wide to form a 4’x4’ bundle which 
is held together by one 114”x.035” 
strap. Finally, two of the 4’x4’ bun- 
dles are placed, one on top of the 
other, and strapped together with two 
1%4”x.035 straps. This big unit, con- 
taining eight of the small packages, 
is then set into the doorway of the 
box car with a 15,000-lb. capacity 
lift truck with side shift. 

The big units are set on four rol- 
lers, 4” in diameter, and rolled to back 
of the car using the lift truck and 
wedge fork attachment. After each 
pair of 4’x8’ units has been loaded 
into the car, an additional band ties 


shift for loading into railcar. 


them together with 2”x4” spacers be- 
tween them. 

Costs. Southwest estimates that 
combined labor and material cost for 
packaging, loading and unitizing is 
running about $2 per thousand board 
feet. Costs will be lowered when new 
equipment for strapping is completely 
installed. 

Some 30,000 board feet of lumber 
for a railcar can be loaded in 45 
minutes at the mill by two men. This 
compares to six hours by hand meth- 
ods. The same savings would apply 
to unloading at the retail yard. Under 
normal conditions, retailers can un- 
load with two men in 30 to 45 min- 
utes. 





17¢ Increase Settles 
L. A. Sawmill Strike 


Union acceptance of an hourly 17¢ 
increase has ended a two-week strike 
of the AFL-CIO Lumber and Saw- 
mill Workers union in Los Angeles. 
The strike involving workers in the 
area’s water-front lumber concentra- 
tion yards, slowed home building in 
southern California. 

Discussions between the union and 
representatives of the Southern Cali- 
fornia Retail Lumber Association be- 
gan July 1. The union started picket- 
ing July 3. 

The strike-ending settlement was 
for 17¢ retroactive to July 1, another 
17¢ in July, 1960 and a 6.5% wage 
increase in 1961. The prestrike wage 
rate ranged from $2.24 to $2.65 per 
hour. 


August 17, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Traditional Operating Policies Hurt 
Profits, Says lowa Lineyard Operator 


“It is our belief the typical Iowa 
lumberyard operation is failing to 
achieve its maximum potential in 
sales and earnings due to traditional 
limited thinking as to types of mer- 
chandise and services offered to the 
public,” says H. B. Pearl, chairman 
of the board, Eclipse Lumber Co., 
Clinton, Ia. 

Pearl's observation resulted from 
an editorial invitation to comment on 
this year’s nine-region composite cost- 
of-doing-business analysis. Pearl 
heads a group which recently pur- 
chased the 3l-yard 55-year old firm. 

“The Iowa lumber dealer can and 
should offer his customers a_ wider 
variety of products and services than 
he is now offering,” Pearl continued. 
“A great deal more can be accom- 
plished in this direction. 

“As you know, my group has only 
recently taken over the ownership 
and operation of this company, but 
nevertheless, certain conditions  al- 
ready are apparent. Specifically I 
refer to the following: 

* Iowa’s 1958 boom corn crop and 
its expectation of an even greater 
vear in 1959 forecasts continuing 
high volume profitable business for 


the Iowa retail lumberyard; 
* The Iowa lumber dealer probably 
would offer better retail prices to his 
customers if he extended less credit 
and delivery service and sold more 
on a cash-and-carry basis. 
¢ There are ample sources of credit 
for the prosperous Iowa farmer, mer- 
chant or working man_ available 
through his own contact or through 
the lumber dealer, which will enable 
the purchaser or the borrower to 
have the funds available for advan- 
tageous all-cash purchasing. 
¢ There must be constant, never- 
ending control of overhead expenses 
sO as to convert gross profit into a 
suitable net profit. Yard managers 
should be constantly aware that ap- 
proximately 75¢ out of every dollar 
of retail sales belongs, not to the 
yard, but to the supplier and that he 
must get his profit out of the 25¢ 
which constitutes his gross profit on 
sales. Only by a vigilant search for 
ways and means to reduce expenses 
and keep them reduced can inflation 
be prevented from eating up the 
available net profits.” 

(See page 61 this issue for tabula- 
tion of cost-of-doing-business figures.) 
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ARCHITECTURAL AWARD for their new store design went to Pine Lumber & Supply 
Co., which celebrated with open house weekend last month. Hawthorne and Schmied- 


eke, Detroit, were the architects. 


New Detroit Store Wins Award 


Pine Lumber Co., Detroit, which 
had a three-day grand opening last 
month, has received national honors 
from Progressive Architecture for the 
outstanding design of its new  build- 
ing. The vaulted roof design is an 
eye-stopper. 

Operating primarily as a wholesale 
building materials firm for 10 years, 
owners Chester Koppy and Reynold 
Berti entered the retail end with this 
4,500 square foot combination office 
and display showroom. 


Manager Harry Walker said the 
new store is intended to appeal to 
both contractor and homeowner cus- 
tomers. Special emphasis next fall 
will be on remodeling packages with 
Pine Lumber handling the entire con- 
tract, including labor, through their 
contractor customers. 

During the grand opening week end, 
the new store was open until 1:30 
a.m. A gimmick which pulled crowds 
until early morning hours was a disc 
jockey program right from the store. 
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VACATION CABIN 


SEE HOW TO BUILD IT FOR 
LESS THAN *5,000 “isste 


WOMAN'S DAY, a publication sold in 
grocery supermarts, is featuring this va- 
cation cabin in their August issue. Read- 
ers send in 25¢ for the plan. Masonite 
inspired this promotion and a display 
poster is offered to dealers wishing to 
sell plans from the store. The cabin is 
essentially a 20’ square with 250 feet 
of window area for view, light and ven- 
tilation. 





Art Hood Workshop 
For Southeast 


The 89th Management Workshop 
conducted by Art Hood, editorial 
chairman of American Lumberman, 
will be held October 12-16 at the Bal- 
moral Hotel, Bar Harbor, Miami 
Beach, Fla. 

For more information, write Mrs 
Marie Bennett, executive secretary of 
the Florida Lumber & Milwork As- 
sociation or American Lumberman, 
59 E. Monroe, Chicago 3, Il. 


Producers’ Council To 
Discuss Distribution 


A growing concern with the building 
industry’s distribution and marketing 
problems will cause the Producers’ 
Council to again devote their annual 
meeting, Sept. 30-Oct. 2, almost en- 
tirely to the subject. 

Vice-president Elmer A. Lundberg, 
chairman of the 38th annual meet 
ing, to be held in St. Louis, cited last 
year’s successful convention, labeled 
“Dynamics of Distribution,” as a pri 
mary reason for the continuing theme. 

Two prominent economists from 
the Wharton School, Drs. Reavis Cook 
and Marcus Goodman, will report on 
an industry-wide distribution study 
they conducted for the Council. Over 
50 producers were interested in the 
study. 

The Council is a national organiza- 
tion of manufacturers of building 
products and materials, affiliated with 
the American Institute of Architects 
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Promote Frame Construction at Phoenix 


An extensive campaign to re-educate 
the public on the use of wood in home- 
building is underway at Phoenix, Ariz. 
Sponsored by the Southwest Pine As- 
sociation and guided by the Phoenix 
Wood Council, the program will be 
sparked by newspaper advertising, pub- 
lic relations and wide publicity. 

Nearly half of the initial budget 
will be for newspaper ads, according 
to H. O. Mehen, chairman, Southwest 
Pine Association marketing committee. 
The first ad talks up the insulating 
qualities of wood sheathing and frame 
over brick and block construction. 
Stressed is the lower original and op- 
erating cost of an air conditioned home 
with well insulated frame construction. 
About 350 column inches of coopera- 
tive advertising with builders will also 
be run in local newspapers. 

Also planned is use of television, cat- 
alogs, educational films, personal con- 
tacts with architects and builders, con- 
vention exhibits, and point-of-sale ma- 
terial. 

Participating mills include Southwest 
Lumber Mills Inc., Kaibab Lumber 
Co., Nagel Lumber & Timber Co., 
Haining Lumber Co., Duke City Lum- 
ber Co., New Mexico Timber Co., 
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HARD SELL for wood over masonry is the 
theme of this ad in 2-colors. Wood 
sheathing benefits for air conditioning 
are illustrated and described. 


L. D. Porter & Sons, Pott Creek Lum- 
ber & Logging Co., Whiting Bros., 
and Whiting & Kutch Lumber Sales. 





Stanley Introduces Rack Plan 
For Fast-Turnover Hand Tools 


Free display racks for 15 assort- 
ments of fast-moving hand tools are 
being offered by Stanley Tools. A 
pre-selected, balanced mix of each 
basic type of tool has been developed 
for more self-service, impulse sales 
and easy dealer stock control. Dis- 
play panels are space-saving and can 
be installed on any wall fixture, in- 
tergrated into a Stanley ‘Profitool” 
setup or used as an individual dis- 
play. The racks are wire and metal. 

Illustrating one of these new units 
is Uni-Rack N. NIOD_ displaying 
two each of various styles of 16 oz. 
hammers priced from $1.69 to $4.99. 
The total dealer tab comes to $22.70 
for the package with a adequate 
profit return. The racks may be pur- 
chased separately at various prices 
depending upon the size of the units. 

The first 15 units in the series, and 
more may be added, include the fol- 
lowing assortments: chaulk lines, spe- 
cial purpose hammers, ripping bars 
and chisels, Surform tools, planes, 
counterbores and plug cutters, screw- 
drivers, all-steel hammers, nail ham- 
mers, job hammers, auger bits, power 
bits, rules, chisels for professionals 
and chisels in the Handyman grade. 
The panels range in size from 9x10” 
for auger bits to 22 x 23” for the 
Surform assortment. 

Based on our experiences’ with 
Jim Lindenberger, our store architect 
and Paul Ergang, who handles store 
layout, the best feature of Stanley’s 
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TYPICAL RACK unit handles 11 ham- 
mers and measures 9 x 22”. The dealer 


buys the rack and assortment for 22.70, 
retails the tools for $34. 


program are the various controls 
packed into the plan. Tools are prop- 
erly grouped by function and labeled 
for fast customer selection. The as- 
sortments are pre-selected and based 
on long experience merchandising 
tools. The racks are essentially modu- 
lar and fit well on average wall fix- 
tures. They are all signed with selling 
copy pointing out customer benefits. 





Hardware Dealer Profits 
Continue Slide: 1% in '58 


Net profits of the nation’s retail 
hardware industry in 1958 sank to 
1.00% in 1958. This continued a 10- 
year profit slide, according to Thomas 
H. Jenkins, research director of the 
National Retail Hardware Association. 

“The average of the one-third 
stores with the highest total earnings 
was 5.90% earnings on sales,” he said. 
“Average earnings on sales for the 
remaining stores was minus 1.40%. 
This does not mean that only one- 
third of the stores surveyed made a 
profit, but it does indicate that the 
number of stores that did make a prof- 
it is smaller than in previous years.” 

Jenkins reported that the average 
dealers’ sales ($126,950) were up 
slightly over 1957. Stock turn re- 
mained at two times per year. Av- 
erage investment in inventory dropped 
to $43,290 from $43,927. 

Average margin was 29.55%; this 
continued to show improvement. Also 
annual sales per person employed 
climbed from $21.705 in 1957 to $22.- 
375 in 1958. 

But expenses climbed, also. Av- 
erage retail hardware store expense in 
1958 was 29.45%; it has been 28.55% 
in 1957. In past years, salary increase 
had been the main reason for expense 
increase; in 1958 the gain was caused 
by such costs as advertising, rent, 
insurance and utilities. 

Jenkins analyzed the one-third of 
the hardware stores which made the 
highest total earnings, comparing them 
with the remaining two-thirds to see 
what the differences were: profit-mak- 
ers achieved a margin of 31.55%, ex- 
penses at 25.65%, giving a profit of 
5.90%. The less profitable stores av- 
eraged a lower margin—30.55%; 
higher expenses—31.45%, resulting in 
a loss of 1.40%. 

“With few exceptions, the profit- 
maker stores did a better job of con- 
trolling expenses,” Jenkins said. “These 
stores also received greater sales pro- 
duction from personnel employed. 
Salaries were 16.45% of total sales, 
while in the less profitable stores sal- 
aries were 19.85% of total sales. Sales 
in the  profit-maker stores were 
higher, averaging $24,145 per employe 
per year; less profitable stores had 
$21,680 per employe per year sales.” 

In the retail hardware field the 
answer to more profits lies in three 
areas, Jenkins commented: 1. In- 
crease the rate of inventory turnover. 
2. More employe training to boost 
effective selling. 3. Tighter expense 
control. 

(See page 61 this issue for latest 
profit reports from retail lumber and 
building materials dealers, most of 
whom also sell hardware. In contrast 
to independent hardware retailers, 
lumber dealers’ profits are beginning 
to climb, according to the new 1958 
figures.) 
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DRIVEWAYS AND 
GARAGE FLOORS 


make an extra sale 
wherever concrete 
is poured. . .with 


CONTINENTAL 


WELDED WIRE REINFORCING FABRIC 


30% Stronger Concrete Work 

Reinforced concrete bears heavier loads—stays new looking years longer be- 
cause the reinforcing fabric controls cracking, minimizes effects of heaving, 
settling, shrinking. And the extra cost to your customer of adding Continental 
reinforcing fabric is less than 10 percent of the whole job! 


Precision Welded on the most Modern Machines 

Continental Welded Wire Reinforcing Fabric is electrically welded on ultra- 
modern machines, assuring clean welds and unitorm spacing. It lays flat and 
rigid for easy on-the-job application. Meets A.S.T. M. Specifications. Sizes 
and styles for most residential and commercial requirements. 


Tie in with National Advertising Theme, “Is it Reinforced?"’ 
People are asking more and more, “‘Is it Reinforced?"’ Be ready to make an 


extra sale wherever and whenever concrete is poured. See your jobber or 
rite direct today for complete details. 





GALVANIZED WELDED REINFORCING BARS FOR HEAVY 
WIRE FABRIC CONCRETE CONSTRUCTION 

in popular mesh sizes and widths. Continental reinforcing bars provide 
For window guards, tree guards, ani- maximum bonding to produce the 
mal pens, fences, corn cribs, grills, strongest kind of reinforced concrete 
etc. Galvanized before welding. construction. Write for literature. 














CONTINENTAL STEEL Kctomo-inoin 
KOKOMO, INDIANA 

PRODUCERS OF Farm Fence, Posts, Gates, Barbed Wire, Standard Styles of Galvanized Roofing 

nd Siding, Nails, Staples, Ornamental Lawn and Chain Link Fence, Wire Products. Welded 


Wire Fabric (Galvanized—Reinforcing). 
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Reprint Available on 
Dealer-Made Trusses 


“Truss Making Makes Sense,” a 
special editorial report which ap- 
peared in the July 6, 1959 issue of 
American Lumberman, is now avail- 
able in reprint form at 25¢ a single 
copy. Order from The Editors, Amer- 
ican Lumberman, 59 E. Monroe, Chi- 
cago 3, Ill. 


Residential Construction Up 


Cumulative dollar value of national 
residential construction for the first 
six months of this year was $8,884,- 
451,000, an increase of 37% over 
the same period in 1958. 

Apartments showed the heaviest 
gain in June, according to F. W. 
Dodge Corp., with 46% increase for 
June compared to 1958. One and 
two-family houses were up 30% in 
dollar value for the month, compared 
to June last year. 





te SPRINGFIELD 2 NEWARK’ 2% SAYREVILLE 2 NEPTUNE 
Pa 


LUMBER 
}OPENS A 





(well, almost!) 


Right now the Kremlin is gawking and gaping at the wonders of the 
merchandise at the American Fair in Moscow. Dimitris and Ekatrinas 
~by the thousands—are being dazzled by the displays of power tools 
hardware, hand tools, home improvement supplies and do-it-your 
self” miracles that make the American way of life more wondertul 
than any other on earth, But do you have to go to Russia to see it 
olks? Nyet, nyct-a thousand times nyet! Sce the same wonders at 
Channel Lumber without getting seasick! The very same famous 
to represent America are the identical 

at vou always find at Channel Lumber! 


© all, that's why Channel Lumber was chosen Brand Name 
siler of the Year! So just take a spin to your nearest Channel 
ringlield, Newark, Sayre ville, or Neptune -all 


Ve don’t know about rubles - but you'll 








SMILE-MAKER—5-col. ad by Channel 
Lumber Co., Newark, N. J., was created 
to ‘‘make people smile, and get across 
that the things we consider ordinary in 
our daily lives are looked upon as mir- 
acles by people elsewhere in the world’ 
such as those who attend the American 
Exhibit in Moscow. ‘‘See the same won- 
ders of the Exhibit at Channel Lumber 
without getting seasick,’’ the message 
reads, ‘‘we don't know about rubles, 
but you'll save plenty of dollars.” 
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ENGLISH OAK 


SWEDISH CHERRY 


ITALIAN CHERRY | 
PLANK, in six new Trendwoods” for , 


creating luxurious walls in any room 


a true by 8’ long, 4" thick, with edges i and 
easy installation. ‘The melamine 


Here’s the newest in wall paneling. . . 
Random Plank that offers unlimited decorat- grooved for 
ing possibilities at a price every one can afford. plastic finish needs no further painting or SWISS WALNUT 
For as little as $52, your customers can buy 
Random Plank for a 12’ x 8’ wall. Available Get complete information on Marlite 
in six beautiful Trendwoods which were de- Random Plank and facts about the new 
veloped especially for Marlite by American profit-building sales aids from your whole- 
Color Trends. saler, or write Marlite Division of Masonite 


New Marlite Random Plank is 16” wide Corporation, Dept. 1D-59, Dover, Ohio 


protection, resists stains and mars for years 


AMERICAN WALNUT 


wPRoy 
‘ ts, 


Marlite plastic-finished paneling ‘3 


MARLITE IS ANOTHER QUALITY PRODUCT OF MASONITE" RESEARCH 


nc mene ne age a a 





Lumberman Introduces 1 1/2 Story 
Model Home to Houston Residents 


Statewide Lumber Co., Houston, 
Tex., started something new in model 
homes last month with the opening of 
a 1% story Colonial model along the 
Gulf Freeway, a mecca for model 
home parks. 

The house is the first of its kind to 
appear in a local model home park. 
The southwest’s overwhelming pref- 
erence has been for the one-story, 
ranch-style house. 

“Aside from the novelty appeal of 
this home in this area,” commented 
Statewide’s co-owner Doug Berlin, 
“our visitors were most impressed 
with the fact that a home of this de- 
sign gives them a lot more house for 
less money.” 

The other two homes in the State- 
wide display are 3-bedroom, 2-bath 
California modern and a similar floor 
plan designed with wrought iron ex- 
terior features called the New Or- 
leans modern. Statewide homes shown 
here are in the $10,000—$15,000 
bracket. 

Two other model home displays have 
also been built by Statewide; one fea- 
tures brick-trim homes near the firm’s 
lumberyard and the other frame homes 
near another Houston highway. 

“With the opening of this third 


park,” explained Berlin, “we have 
rounded out ihe showcase of the vari- 
ous homes we build. We're building 
in the $35,000 class in our Berlin 
Manor subdivision. At the other end 
of the scale, we show models which 
can be built for less than $5,000.” 

A Houston Chronicle story re- 
ported $199,000 in new home sales 
by Statewide in recent weeks. Several 
of these houses were in the $40,000 
class. 

In their new home ads, Statewide 
also. promotes “quality remodeling 
and repairs by a substantial company.” 


STATEWIDE LUMBER CO.’S model home 
which has brought new design to pros- 
pects in Houston, Tex. 





Three Strause Lumber Employes 
Are Flintkote Contest Winners 


Charles W. Stamm, _ purchasing 
agent of the Sam Strause Lumber Co., 
Reading, Penna., has been named 
grand prize winner over 7,000 con- 
testants in the Flintkote Carload Con- 
test. 

In addition, two other Strause Lum- 
ber Co. employes, Sidney H. Free- 
man and Mrs. Dorothy L. Thomas, 
have each been awarded a $25 cash 
prize for their fourth place winning 
entries in the contest. 

The $5,000 top winner was asked 
to estimate the weight of the Flint- 
kote building materials loaded on a 
railroad flatcear and the number of 
building products manufactured by 
the company. Stamm’s guess came 
closest to the actual weight and total 
products with only 1.91% margin of 
error. 

Stamm’s closest competitor and sec- 
ond prize winner ($500) was Chester 
L. Pawlik of Houston, Tex., who fin- 
ished with a mark of 2.79%. 


Maple Flooring Men Pin 
Hopes on Boom 
Northern hardwood flooring lead- 


ers attending a summer conference 
in King’s Gateway Hotel, Land 
O'Lakes, Wis., were told that current 
business by the industry was following 
the same pattern of last year—low 
sales and small shipments. 

“But nothing is hopeless—the build- 
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ing construction boom will have to 
catch up with us sometime,” said 
Samuel A. Wells, Menominee, Mich., 
vice-president of the Maple Flooring 
Manufacturers Association. 

“As a result of surveys, we feel 
encouraged enough to say that the 
hardwood flooring industry will not 
succumb to the forces of competition 
within the foreseeable future,” Wells 
said. He explained that he referred to 
competitive non-wood flooring ma- 
terials, rather than hardwood species 
other than maple. 


Plan for NRLDA Exposition 


The steering committee 
for the National Retail 
Lumber Dealers Exposition 
in Cleveland, Nov. 14-17, 
met recently with program 
managers to review plans 
for the big dealer show. 
Standing, |. to r., Paul V. 
DeVille, Canton, Ohio; 
Robert L. Craft, executive 
secretary, Indiana associa- 
tion; Charles E. Benson, 
executive vice-president, 
Ohio association; R. A. 
Schaub, Whiting, Ind. Seat- 
ed, |. to r., William Stine, 
Bryan, Ohio; Oertell Col- 
lins, Savannah, Ga. and 
Robert J. McCutchan, Leb- 
anon, Ind. 





FREE APRONS will be supplied by Arm- 
strong Cork for home handymen who 
purchase an Armstrong acoustical ceil- 
ing from lumber dealers. 


Nationwide Promotion for 
Acoustical Ceiling Tile 

A promotion called ‘Weekend 
Wonder” will be launched September 
30 through lumber dealers by Arm- 
strong Cork Co. for its acoustical 
ceiling tile. 

The campaign will include a_ pre- 
mium offer to consumers; suggested 
sales incentive contests for counter- 
men; a wide scale merchandising and 
display program at the point of sale 
and national advertising support. 

Consumers will be offered a handy 
“Weekend Wonder” apron free of 
charge with the purchase of an Arm- 
strong ceiling during the promotion. 





Sets Convention Dates 


The 18th annual meeting of the 
Northern Sash and Door Jobbers’ 
Assn. will be held at The Greenbrier 
in White Sulphur Springs, West Va., 
Nov. 5-6-7, reports association sec- 
retary Carl W. Nagle. 
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They have a NEW, IMPROVED PRODUCT: TRUSCON 
TRU-DIAMOND METAL LATH! 
$1,500,000 has been invested in equipment for new 


and improved Truscon Tru-Diamond Metal Lath 
and other Metal Lath Products and Accessories. 


e the best keying lath in the industry 
e the squarest, truest lath on the market 
@ the lath with minimum selvage edges. 


They have the BIGGEST 
SALES-ATTRACTING METAL LATH 
PROMOTION ON RECORD! 


242,000 sales-promoting direct mail pieces are going 
to plastering contractors, builders, and architects in 
1959—backing up an all-out magazine advertising 
campaign in leading trade publications. 
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Georgia-Pacific Purchases 
Booth-Kelly Sawmill Firm 


Dramatic exhibition of inflation’s 
effect on the lumber and plywood in- 
dustry is seen in the July purchase of 
old-time sawmilling firm, Booth-Kel- 
ly Lumber Co., Springfield, Oreg. 

After a month-long battle over the 
right to buy Booth-Kelly, waged by 
United States Plywood Corp. and 
Georgia-Pacific Corp., G-P emerged 
the victor. The winning touch: more 
cash. Reported purchase price is about 


$92 million; USP’s directors had voted 
to pay $85.5 million. 

The Booth-Kelly firm was an at- 
tractive plum to each of the contest- 
ants because of its ownership of some 
three billion board feet of prime 
standing timber, close to sawmill and 
plywood plants, in Oregon’s Cascade 
mountains. B-K had carried this prize 
on its books at 1913 prices; on April 
30, 1959 this timber was shown as 
worth $5,088,223. The entire Booth- 
Kelly corporate assets of that date 
were only $18,073,464. Total 1958 
sales by Booth-Kelly amounted to 
$8.3 million. 

Lying behind the struggle is the 
continuing campaign by major forest 
products producers to expand timber 





STORM DOORS 


- YOU HAVE YOUR 
o 01 -) 


NOW 


A. Complete Combination Alumi- 
num Self-Storing Storm Door 
Units. 


Lineals for you to assemble. 
Important features: 


Full one-inch door 

Completely weather-stripped 
Equipped with piano hinge or 3 
stainless steel Oilite bearings. 


STORM WINDOWS 


We can ALSO furnish you with lineals for THREE 
types of completely weather-stripped combina- 
tion aluminum Storm Windows: 


2. Two-track blind stop 


3. Triple tilt 


P.O. Box 26 Phone STate 6-6364 
Powderly Station, Birmingham, Ala. 


ALUMINUM FRAME BY THE LINEA 
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1. Two-track overlap 








Please send me information on the following: 
(J Complete Storm Door Units 

(2 Lineals for Storm Doors 

( Two-track overlap Storm Windows 

(0 Two-track. blind stop Storm Windows 

(CJ Triple tilt Storm Windows 


Name_ 

Company 

Address_ Sita acti 
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reserves to meet market demands 


plus the shrinkage of available prime “§ 


old growth plywood-grade timber in 
western forests. : 
estry methods of sustained yield and 7 
tree farming produce high grade saw 
and lathe timber, it is still a fact 
that old growth virgin stumpage pro- 
duces lumber of top desirability at 
the retail level. 


* A new particle board plant with 
an annual capacity of 60 million 
square feet (%%” basis) will be built in 
South Boston, Va., by the United 
States Plywood Corp. It will supple- 
ment the firm’s West Coast produc- 
tion of Novoply. 
* Georgia-Pacific Corp. has com- 
pleted plans for a new sales office 
and warehouse in Atlanta, Ga. Tilt-up 
concrete construction will be used 
for the new warehouse, which will 
have nearly 35,000 square feet of 
floor space under roof. 
* Bestwall Certain-teed Sales Corp. 
reports it has created three new sales 
districts to better service its custom- 
ers. Headquarters of the new districts 
are Brunswick, Ga.; Cincinnati, Ohio; 
and Indianapolis, Ind. 
* Emco Specialties, Inc., manufac- 
turer of metal and wood furniture 
legs, shelf dividers and base brackets, 
has moved to a new, more spacious 
plant in Des Moines, Iowa. 
* Norman Lumber Co., Detroit, 
wholesale and retail firm, reports the 
opening of an affiliate yard in North 
Miami Beach, Fla. The Florida yard, 
which occupies about 75,000 square 
feet of space, reportedly plans to ex- 
port materials to South America. 
National Plastic Products Co., 
Odenton, Md., have opened a sales 
office and warehouse at Burlingame, 
Calif., to service Nevarmar high- 
pressure laminate customers in the 
San Francisco and northern Califor- 
nia area. 


New Edition of Textbook on 
Building Materials, Methods 


“Materials and Methods of Archi- 


tectural Construction” has been re- 
garded for 25 years as a standard 
primer on building. A revised third 
edition includes data on many new 
items, such as tilt-up construction, 
lift-slab construction, modular con- 
struction, plastics, resilient flooring, 
foam glass, stressed-skin construction, 
flat-plate design, thermal insulation. 

Harry Parker, Charles Merrick Gay 
and John W. MacGuire are the au- 
thors. The 724-page text is published 
by John Wiley & Sons, Inc., New 
York, Price, $12. 


Correction 


In a report on a new importing 
division announced by Georgia-Pacific 
Plywood Corp., July 6 American Lum- 
berman, reference was erroneously 
made to Oregon-Pacific Plywood 
Corp. 
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While modern for- »” 





tractical PLUS feature 


Jor your homes 


Na RRR ab one mR BL Soa Sat 


Purifies Kitchen Air... 
Without Vents or Ducts! 


N”” you can offer prospective home buyers the com- 
forting assurance of completely, permanently grease- 
and-odor-free kitchens ... without any of the problems 
and expense of duct type installations! 

A completely new kind of kitchen hood, the NAUTILUS 
uses a special Activated Charcoal Filter (plus a grease 
filter)—that removes all odors and contaminants—re- 
circulates clean, pure air! It’s the same principle that 
enabled the atomic submarine NAuTILus to stay under 
water two months without new supplies of fresh air! 

Easily, quickly installed anywhere in the kitchen of your 


*Patent Pending 


(etal he ye inlining 


Me 
Nautflus 


NO-DUCT HOOD 


> 


sample home, the Nautitus Hoop fits any layout—and, 
because it requires no costly, space-wasting ductwork or 
outside vents—costs less than other units! 


e Eliminates cooking fumes, odors, grease and smoke. 
Even strong odors like fish and cabbage disappear! 


e Modern design—quiet operation! Handy push-button 
controls operate fan and enclosed fluorescent light! 


e Complete range of sizes and finishes. 


Free Promotional Material Available! 


Sa ea SS Se eee ee ee se ee eS ee ee: 


MAJOR INDUSTRIES, INC. 
505 North LaSalle Street, Chicago 10, Iilinols 


Nome 


PLEASE RUSH ME FULL INFORMATION ON THE 
FABULOUS NEW NAUTILUS NO-DUCT HOOD: 





Position. 





Firm. 








Address. 
City. Zone. Stote 
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and the best ane of 


MASONITE 
SIDING 


Ever realize how you could influence the looks of a new home? Actually, it isn’t 
hard at all; it’s a pleasant and profitable experience. 

Next time you have a chance to sit and talk a few minutes with any of your 
builder customers, swing the conversation around to Masonite exterior hard- 
board products. Show him samples, literature or displays demonstrating the ver- 
satility of exterior design with these sturdy sidings. Point out how they can help 
him achieve clean, varied designs. Talk to him about costs, too, and ease of appli- 
cation—yes, tell him things that can make his job easier. One thing’s for sure: 
it will make your selling job easier and more profitable. 

In case you don’t carry the full line of good-looking Masonite exterior 
products, send in the coupon for an attractive brochure describing them. 


Good-looking exteriors can be easily achieved with Masonite panels. Shown here are 
Tempered Presdwood with battens (foreground) and Panelgroove (top). 


re Masonite Corporation 
% Dept. AL-817, Box 777, Chicago 90, Ill. 
a 


MASONITE Me " 


CORPORATION 
®Masonite Corporation—manufacturer of quality panel products. 


Masonite, Tempered Presdwood ond Panelgroove are 
registered trademarks of Masonite Corporation. 


Please send brochure on Masonite exterior panels. 

Name 

Firm Name 

Address. . 

City State 


Zone County 
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Soap-and-water scrub test on DUROLITE 
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How to open a lady’s eyes 
about ceiling tile 


w= to see a lady’s eyes light up, when she 
comes shopping for ceiling tile? This aston- 
ishing soap-and-water scrub test proves that Insulite 
DUROLITE Ceiling Tile has something no other tile 
can match .. . the toughest paint finish on the market! 

How do you make the test? Simple as pie. Just 
put a few pieces of DUROLITE on the counter; and 
alongside, a pie plate full of dusty sweepings from 
your floor. Drop several large pinches of this dirt on 
the tile, smear it across the surface and make con- 
spicuous finger marks. Then . . . use a scrubbing 


brush and soapy water, and scrub the smudges away. 
Finally, ask your customer if she knows of any other 
ceiling tile that could take this treatr«nt, or clean 
up so beautifully! 

This demonstration beats all the talk in the world. 
And it dramatizes the fact that Insulite now has a 
complete, all-new line of ceiling tile, with the great 
sales leaders pictured here. Want full details . . . and 
suggestions for getting bigger ceiling tile volume on 
fewer inventory items? Write us, to get the facts— 
Insulite, Minneapolis 2, Minnesota. 


sells easy...sells fast...stays sold 


INSULITE 


Ceiling Tile 


Insulite Division, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota 


INSULITE AND DUROLITE ARE REG. T.M.'S U.S. PAT. OFF, FIBERLITE ISA T. M, 


Now you'll sell every prospect.. 


These four ultra-modern Insulite tiles, plus DUROLITE, 
offer maximum volume and profit with minimum 
inventory investment. For the smartest note in mod- 
ern decorating, new Insulite “Pattern” designs, (A 
and B) printed in gold and beige. ‘“‘Open’’ pattern 


.- with the all-new Insulite line 


(A) adds height to rooms; “closed”’ pattern (B) makes 
ceiling seem lower. For acoustical quieting, no other 
tile of any type at any price excels Insulite Fiberlite 
(C). One of the whitest, most cleanly drilled tiles in 
America today is Insulite Casual Random (D). 
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Two-way 

money: savers ! you tuy them 
for less. And you run them for less. So Dodge trucks save money 
for you both ways. 
Take that sleek, handsome D200 Sweptline pick-up down there, 
for example. It costs $36.20 less than comparable Truck “C’’, 
and $12.08 less than comparable Truck “F’’. Good start? It gets 
even better. Because Dodge trucks are better-built, more finely 
engineered, they cost you less to operate every day you put them 
to work. You keep on saving with Dodge trucks. 
The Dodge truck for you is as close as your nearest dealer. See 
him soon. He’s just loaded with additional facts on why ... 


today, 


sary Be 
Trucks 








1959 Dodge ‘‘Job-Rated”’ trucks are truly the big buy of the low-price field. This 
year, at competitive prices, Dodge gives you the most in important truck features. 
There’s a thrifty Dodge truck to do your job better—from 4,250-lb. G.V.W. pick- 
ups to 65,000-lb. G.C.W. Power Giants like the big D900 at the right. 
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ANCH PLANK’S distinctive walnut pegs add styling 
R to the natural elegance of oak, making it a best 
seller among customers seeking individuality. The 
moderate price includes something extra for dealers... 
a profit markup on the factory pegging and prefinishing, 
which is in addition to your regular flooring profit. And 


Ranch Plank sells fast. Decorators, remodelers and tract 


BRUCE 


ee 
ss PEGGED OAK FLOOR 
¢ fashioned for protit 


builders favor it. The walnut pegs, 24” and 3%” random 


oy 
widths, and the medium dark factory finish make it an 
ideal floor for special effects and featured rooms. Han- 
dling, stocking, and pricing are easy because Bruce 
Ranch Plank is shipped in protective end cartons. Write 
for price lists, literature and sales aids. 


E. L. Bruce Co., 1744 Thomas St., Memphis, Tenn. 


RANCH PLANK 


& Hardwood Fleers 
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“NO, YOU CAN'T TAKE IT 


WITH YOU’ 


But, Brother, you can sure enjoy it here 

when you're selling Bird Wind Seal Shingles. 

People know ‘em. People like ’em. People @EST FOR YOUR ROOF 
read about’em in The Saturday Evening Post. 


People pay more for Wind Seals—willingly— zp : 
so you make more. Call your Bird represent- 
ative or write for details. Incidentally, FHA . 
accepts 'em for slopes as low as 2” in 12”. 
Bird & Son, inc., East Walpole, Massachusetts |] aa al Sea / Sh ingles 


Charleston, S.C.+* Shreveport, La.« Chicago, Ill. 
Quality products since 1795 
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GEORGIA-PACIFIC 





Soon you'll see this new trademark for Georgia-Pacific, manufacturers 
of one of the nation’s largest integrated lines of forest products. For 
you and your customers, the new symbol—like the old—is a guarantee 
of top quality and reliable supply in plywood and plywood specialties, 
hardboard, Redwood products, lumber, pulp, paper and containerboard. 
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TRINITY 





PORTLAND CEMENT 
NON- STAINING 


U S z F U l in almost every type of building, both inside and outside. 


As architectural concrete units or as stucco or cement paint, it emphasizes architectural perspective 
and detail. It has a high light-reflection which gives beauty and special utility to many interiors, 
q Trinity White’s extra whiteness gives truer colors where pigments are added. 

Widely used in terrazzo for its contrast-y white and better color effects in either simple 

or ornate designs. Meets all Federal and ASTM specifications. Sell TRINITY White. 


Ts 
as white )+= ™~," snow 


A Product of GENERAL PORTLAND CEMENT CO. + Chicago « Dallas + Chattanooga + Tampa « Los Angeles 
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A.L. 
Distribution Report 


(First of Two Sections; See August 31 
American Lumberman for Part 2) 


Cash-and-Carry Moving Fast 


Some conventional yards swinging 100%, to cash-and-carry; 
others are opening branch c&c yards; giant Wickes* organ- 
ization will have 16 c&c outlets by January, 1960. 


isconsin dealers are telling a grim joke these days. It 
goes something like this: 

“Wherever a Wickes cash-and-carry yard opens, one 
of four lumber dealers in the area goes broke—and the 
other three wish they had!” 

Although this story is exaggerated, it has just enough 
fact to cause some dealers to shake in their financial 
shoes. 

“I’m losing sleep over this competition,” asserted one 
small-town Wisconsin dealer, who had a $200,000 annual 
volume until Wickes opened up 15 miles away. “This 
situation is driving me out of my mind.” 

The man was serious. Driving around town, the man- 
ager of this two-man yard pointed out job after job on 
which he had lost materials sales to Wickes. One sheath- 
ing job, for example: Wickes price was $99.50 per M; the 
country dealers’ best price was $125. 

“We're just getting the dregs,” complained the small- 
town manager. “Emergency orders and business from 
people who can’t buy from Wickes because they haven't 
got the cash.” 

“Sharpen your pencil!” Opening remark of many 
customers these days, adds this dealer, goes something 
like this: 

“Now sharpen your pencil and see what YOU can do! 
We’ve been shopping around!” 

Or the builder who had placed his house order with 
Wickes, excepting 12 2x6’s, who said: 

“We want nice straight stuff and we want it quick!” 

“IT hate to say it,” concluded this small-town dealer, 
“and I know it sounds like defeatism, but I think the 
retailer, at least in our business, is on his way out as the 
result of direct selling and cash-and-carry.” 


4s emu'1oN aepoms 


What Happens When a *The Wickes Lum- 


CASH & CARRY GIANT £*",';eovebl 
Invades Your Market 


ing retailer in the 
industry, based on 

ine iididaeine reper wae Mabie Laue Gh cash - and - carry. 
th American Lumber- 
man’s 1957 report 

on Wickes (left) 
was one of the 
most widely quot- 
ed articles ever 
published in this 
industry; it won 
the coveted 
O'Neal Editorial 
Achievement 
Award for 1957. 


Wickes is not alone in giving conventional yards a bad 
time. Ask any Buffalo, N. Y. dealer and he'll tell you 
that Gabryel, a conventional yard gone cash-and-carry, 
is giving him more price competition than the Wickes 
outlet at LeRoy 50 miles away. (See Gabryel’s expansion 
plans in this section.) 

New England, historically the stronghold of ultra- 
conservatives, is sprouting cash-and-carry yards in Maine, 
Massachusetts, Connecticut, Rhode Island and Vermont. 
(See New England roundup in this section.) Most of the 
c&c outlets in this area have either opened as a separate 
branch by a conventional yard or have switched from a 
conventional operation to c&c. 

Beating c&c. Besides more emphasis on “DSC” (Dealer 
Sales Control) through land control, prefabing and pack- 
age selling, small dealers are finding other ways to beat 
c&c. Pool car buying is one of them. Several dealers in 
the Elkhorn, Wis. area, where Wickes opened a big yard 
late last year, have joined to buy carload and truckload 
lots of nails, doors, reinforcing mesh and hardwood 
flooring. Six Detroit dealers are doing the same thing. 

Elkhorn (Wis.) Lumber has a c&c price and a deliv- 
ered price on some items. It offers a 5% discount if the 
customers hauls himself and 5% if he pays by the 10th. 
It is banding 60 pieces of 2x4’s 8’, about the number 
needed for a garage job, as a time and money-saver. 

Ray Brehm, owner of the East Troy (Wis.) Lumber 
Co., is another small-town dealer within the Wickes 
scope. Brehm advertises traffic items, often hard to buy 
elsewhere, as a means of luring customers to come in 
and talk over their building problems. 

“It takes longer to sell a customer than it did,” admits 
Brehm. “You have to explain your prices and your serv- 
ices, point out that you will accept returned materials. 
It is slow, painstaking selling, but it pays off. We 
salvaged three house jobs last year by going over the 
materials list item-by-item with the customer. In one case 
the competition had failed completely to list out sheath- 
ing and roof boards.” 

Another big sales help, says Brehm, has been a 16’x32’ 
display room added to his main showroom. Three dif- 
ferent types of windows are installed here. By showing 
full-size sheets of wall paneling and half a dozen patterns 
of ceiling tile, Brehm claims a number of good-profit sales 
that he might have missed. 

Cash-and-carrys continue to open and expand. Dealers 
who are unprepared for this new type of competition are 
getting hurt; other dealers, who have a program through 
land control, package remodeling and other forms of 
DSC (dealer sales control), find price is not the only 
answer to volume and profits. 

One thing is sure, progressive dealers agree: this is 
not the time to sit idly by and let fate take its course. 
Dealers who are doing that already see the handwriting 
on the wall. 
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A.L. Distribution Report (Continued) 


Separate C&C Division Pays Off 


Quality materials and top operating personnel get 
Holden & Martin Lumber Co. off to a good sales 
start in their Discount Building Supply division, two 


miles from their main yard. 


Result: some customers buy both places and volume 
at their conventional yard goes up! 


Vermonters, who have a_ tradi- 
tional respect for the hard-earned dol- 
lar, have given the first cash-and- 
carry lumberyard in the Green Moun- 
tain State a warm welcome. 

Until two months ago, the 55-year- 
old Martin & Holden Lumber Co., 
Brattleboro (pop. 11,522), had been 
doing business in the conventional fash- 
ion. Alive to new merchandising tech- 
niques, the firm had been investi- 
gating c&c for two years. 

Early this year, they decided the 
time had come to act. They erected a 
60’x105’ pole-frame warehouse on 
a seven-acre tract two miles north of 
their main yard on Route 5, a north- 
south highway. They installed a spur 
rail track, started a newspaper cam- 
paign in Brattleboro and surrounding 
communities, plus radio spots and 
seven billboards at strategic points. 

Tap new customers. Tickets for the 
first month of operation disclosed 
that 90% of the sales were to new 
customers. Many came from areas 
never tapped before. 

Homeowners started telling con- 
tractors to buy their materials from 
Discount Building Supply, _ the 
Martin & Holden c&c outlet, to save 
them money. Early reports showed 
that about 50% of sales were to home- 
owners and 50% to contractors. At 


the main yard, about 95% of the 
business is to contractors. 

“One of our first steps is to prove 
to customers that we're not stocking 
cheap merchandise,” explained James 
C. Barre, vice-president and sales 
manager. “A lot of early customers 
were frankly skeptical and came to 
see if the bargains advertised were 
‘real!’ ” 

Top personnel. Sales manager Bar- 
re believes that c&c personnel should 
be more than the order-takers found 
in some c&c yards. Two of his best 
men, both veteran employes who are 
excited over this new merchandising 
opportunity, run the entire operation. 
Roger Davis, who had wide experi- 
ence in the downtown yard and Rich- 
ard Ryder, who handled Martin & 
Holden purchases for 15 years, di- 
rect the new operation. 

“We find that customers want in- 
formation as much as materials,” ex- 
plained Davis, “and if they get it, 
they'll come back. By suggestive and 
helpful selling, we are increasing the 
size of a large percentage of customer 
orders.” 

Currently, the c&c hours are 8 to 
5:30 and until noon on Saturday. 
However, Messrs. Davis and Ryder 
are so anxious to make a go of the 
new operation that they will go 


DOWNTOWN 
YARD AND STORE 
(left) where most 
sales to contract- 
ors are handled by 
Brattleboro _—(Vt.) 
firm. Idea is to 
transfer some of 
costly overhead 
business to sepa- 
rate discount divi- 
sion. Newspaper 
ads, as shown at 
right, promote sav- 
ings up to 30% at 
dealer's cash-carry 
branch. 


back by appointment and service cus- 
tomers after regular hours. 

Selective inventory. Only a selec- 
tive number of lines are stocked at 
Discount Building Supply. Barre be- 
lieves that this policy may be partially 
responsible for the increased sales at 
the main yard during the first month 
of c&c operation. 

What happens, Barre explains, is 
that customers frequently show up at 
the c&c outlet with a complete ma- 
terials list, which can only be partial- 
ly filled there. Consequently, they 
come down to the main yard to buy 
more materials for which they fre- 
quently pay cash, too. 

“Our c&c yard has made contrac- 
tors more aware of the services and 
complete inventory we have at the 
main yard,” declared Barre. “It has 
also answered some customer com- 
plaints that we’re a high-priced yard. 
Furthermore, it has taken price com- 
petition out of our laps and into the 
contractor’s.” 

Barre’s policy is to carry items that 
require very little handling at the c&c 
outlet. Although Barre hasn’t ordered 
any special items not carried in the 
main yard thus far, he says he has 
already registered buying savings with 
the added c&c volume requirements. 

Goal: cut overhead. Another c&c 
advantage, Barre believes, will accrue 
from a transfer some of the costly 
overhead business at the downtown 
yard to the c&c outlet, which may 
eventually eliminate some trucks and 
personnel. 

The customer makes his own ar- 
rangements for contract trucking, 
which runs about 8% of the retail 
price of materials purchased. How- 
ever, most customers provide their 
own means of transportation. 

In addition to the newspapers, radio 
and billboard, Martin & Holden an- 





DISCOUNT 
BUILDING SUPPLY 


BIG MSeeed lo 


"BEST ” 
FORLESS! 
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HIGHWAY entrance sign makes it clear 
that the cash yard is part of Holden & 
Martin Lumber Co. 


DELIVERY SCHEDULE for surrounding towns is noted on office wall, 
left. Richard Ryder, left and manager Roger Davis run the entire 
c&c operation for Holden & Martin Lumber Co. 


- 


DRIVE-THROUGH WAREHOUSE has two aisles separated by stacks of materials and small 
office up front. Inventory totals about $30,000. 


nounced their new outlet with 20,000 
fliers to New Hampshire and Vermont 
boxholders. The fliers listed prices of 
wide variety of doors, ceiling tile, ply- 
wood, garage doors, insulation, hard- 
board; asphalt, metal and gypsum 
products; flooring, paint fiber pipe and 
window units. 

Money talks! “Where your dollar 
really talks!” headlined the mailer, 
which advised customers that “the 
savings are made possible by low over- 
head operation . . . look over the stock, 
compare the prices and realize the 
dollars you can save by paying cash 
and furnishing your own transporta- 
tion. At this yard, no merchandise can 
be returned for credit.” 

Separate newspaper ads are generally 
run by each branch, although a refer- 
ence line is usually made to both out- 
lets in the same ad. 


: 
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60’x105’ WAREHOUSE store is 100 yards off a heavily-trav- 
eled route. It offers no store frills. 





CASH-AND-CARRY GROWS AND GROWS 


A.L. Distribution Report (Continued) 


EVERYTHING IS 100% 
CASH and carry at Gen- 
dron’s Cash-Way Lum- 
ber Co., Portland, Me. 
Plywood paneling is giv- 
en special promotion, 
including “Plywood 
Mart" pylon. 


Maine Dealer Likes C&C 


Albert L. Gendron also operates two conven- 
tional yards and one wholesale outlet; he says 
Portland c&c branch is profitable operation, 
may open others. 





BELL RINGER 
SPECIALS 


BARBECUES 

20" COPPERTONE BARBECUE $ 

24" BARBECUE WITH ROTISSERIE $77 
Operates Electrically 











FOLDING ALUMINUM TABLES 


24" x 60" - 30" HIGH $] 2.88 


ALUMINUM CHAIRS 


With Comfortable Redwood Arm Rests 

FOLDING CHAIR $ 

CHAISE LOUNGE ieee 
e 








. BUY CASH WISE! Sy 








DECORATIVE PLYWOOD 
foot sheet 


nANen PING-—Pickwick Pattern 18 5.76 
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Special Extra Value 
GARBAGE 


SPOSAL °™* $39.95 
‘alue $69.50 


HEAVY NEWSPA- 
PER display ads 
and radio _ spots 
promote specials 
every week. ‘‘Bell 
Ringer Specials” 
are advertised on Sacer Gee ek. © esd nem 

the building page Fri. 8 a.m.-8:30 p.m.; Sat. 8 a.m.-5 p.m. 
each Sunday. 
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What is believed to be the first and 
only cash-and-carry lumberyard in 
Maine is operated under, the name of 
Gendron Cash-Way Lumber Co., Port- 
land. 

This outlet was opened in July, 1958 
by president Albert L. Gendron, who 
operates two conventional yards, one 
in Portsmouth, N. H. and one in San- 
ford, Me., where he also runs a whole- 
sale outlet. 

Not only is the organization pleased 
with the profit picture, based on one 
year’s operation, but it is definitely 
interested in additional outlets, ac- 
cording to president Gendron. 

“We are a young organization, 
anxious to grow, both in the c&c 
field and in the conventional field,” 
explains Gendron. 

The Portland outlet was started 
from scratch and has a frontage of 
about 200 feet on a main traffic ar- 
tery bordered by commercial estab- 
lishments. Gendron’s property adjoins 
that of a conventional lumberyard 
while another conventional yard is 
just a few blocks away. 

Gendron’s c&c branch also includes 
a 50’x80’ hardware and specialties 
store, which features a wide variety 
of items for builders and homeown- 
ers. Both store and yard materials are 
100% cash-and-carry. 

Customer deliveries are available 
through an independent hauler with 


HARDWARE is included in Gendron's Cash-Way Lumber Co. Dealer fea- 
tures 88¢ tool display; planning center in rear of store. 


definite rates for various commodities, 
governed also by quantity and dis- 
tance involved. There is a fixed min- 
imum delivery charge for small quan- 
tities. 

Delivery charges are often estab- 
lished at the time of the sale by a 








120 gallons, 1 
—. 
MERCHANDISING 


VU107 SPACEMASTER 
Equipped with 2-VU109 End Shelf Sets presents 


only 20 square feet of floor space, 


32 quarts and 64 pints of paint in 





EQUIPMENT 





EFLECTOR 


225 W. 34th ST. 1400 N. 25th A 
NEW YORK 1,N. Y. 
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telephone call to the trucking com- 
pany. The salesman describes the ma- 
terials to be delivered, approximate 
tonnage and mileage and a charge is 
established. On the other hand, many 
shipments are made by common car- 
riers at established rates. 


REFLECTOR HARDWARE CORP., Dept. AL-8 
1400 NORTH 25th AVE., MELROSE PARK, ILL. 


Hl Gentiemen: Please » send me t 
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VISIT OUR SHOWROOMS 
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851 S. LOS ANGELES ST 
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LOS ANGELES 14, CALIF. 
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ILL. 
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3 FREE CATALOGS 


NEW FROM COVER TO COVER 


Fully illustrated self-service and 


self-selection guide for any line or 
) SHOW MORE — SELL MORE 

LINES — SOFT LINES, 

semi-permanent or mobile wall 
Hundreds of ideas for the latest 


department. 
with this versatile gondola mere 
construction. 

and best in merchandise presen- 


Elke Seacemaster 300 

chandising unit — for HARD 
3 5 Low-cost systems of permanent, 
tation set-ups. 
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CASH-AND-CARRY GROWS AND GROWS 


A.L. Distribution Report (Continued) 


C&C Sweeps Southern New England 


Photos and ads on this page illus- 
trate progress of cash-and-carry in 
Rhode Island, Massachusetts and Con- 
necticut. 

One of Rhode Island’s largest deal- 
ers, Brewster Building Materials Co., 
Providence, switched from a conven- 
tional yard to 100% cash-and-carry 
last April 6th. 

“All we want to do is buy and 
sell,” commented Ralph Howard, 
treasurer, Howard Lumber Co., North 
Wilbraham, Mass., another conven- 
tional yard which is gradually switch- 
ing to c&c, the first yard in the Spring- 
field, Mass. area to take this step. 

Howard plans a 60’x140’ sales 


BREWSTER LUMBER 
NOW CASH & CARRY! 


SAVE UP TO 25% ON TOP QUALITY MATERIALS 


“Haul It Yourself’ or Delivery by 
independent Truckers Available at Low Cest! 











Fibergies Brewster's Overhead 


INSULATION | GARAGE DOORS 


\S°~19"~29" Wide Rell Berber.) 4 Sections High—6 Penels 
Easy to Install Wide. 1 Section Glazed. 
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warehouse to serve cash-and-carry 
customers. Not a day goes by, How- 
ard claims, without a $300-$400 cash 
order; the largest was $1.284. He 
runs a l-column ad every Sunday in 
the Sunday Union-Republican. He 
says he is constantly looking tor 
“deals” he can promote in his ad, 
contending that smart buying is 90% 
of the problem in selling c&c. 

Details of Molumco Cashway, Inc., 
Foxboro, Mass., a c&c branch of the 
Moore Lumber Co., Ayer, were ex- 
plained in a two-page feature in the 
May 25th issue of American Lum- 
berman. Ad seen on this page ran in 
the Boston Globe. 

Cashway Store, Rockville, Conn., 
closed last month, but another branch 
of this 10-year-old small line organi- 
zation with headquarters in Newing- 
ton, Conn., is expected to open soon. 
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SAVE 


SAVE 
CASH and CARRY 


HOWARD 
LUMBER 
Company, Inc. 


LUMBER, PAINT and 
BUILDING MATERIALS 
2368 BOSTON RD. 
NO. WILBRAHAM 
TEL, LYrie 6-4470 
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MOLUMCO CASHWAY, INC. 


NEW ENGLAND’S NEWEST AND LARGEST 
CASH AND CARRY BUILDING MATERIALS HDQS. 


“MASONITE 4x8 Std. 1.60 "| vs. SURE TO SEE 


PEG BOARD 4x8 Shi. 3.9 
“ORANGEBURG PIPE ‘ANDERSON WINDOWS 
8’ Len., —— |_BEST PRICES ANYWHERE 
NEW LOW PRICE ON 
MAHOGANY DOORS. JOHNS MANVILLE 
2’6’x6'6”—$6.90 | ROOF 7 
, SHINGLES Ss 


GENUINE FORMICA 


AT A PRICE YOU WHL LIKE 


$4.80 
_DUTCH BOY PAINT | COMPLETE LINE 
“SHEET ROCK 4x8 1.44 | MASON SUPPLIES 


| PLYSCORE 4x8’ Sht. 





ONE BOARD OR A TRUCKLOAD— 
SHOP HERE AND SAVE 
ASK ABOUT OUR EASY CREDIT PLAN 
FOXBORO, MASS 


“MOLUMCO” si 
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BDun-O-wal. 


was, ae sat aie 4 RIGID BACKBONE OF STEEL 
Ls } | ‘ad 
) , \_. t “Ay a 


FOR EVERY MASONRY WALL 
SCHOOL 


CS PE ~} yay La IT'S THE S...:.D..... 


_ . THAT ASSURES Fe ccuns 
tr Orr ) EB Or de re COMPARE THESE WEIGHTS 


Standard Dur-O-waL 187 Ibs. per 1000 ft. 
/ Standard Ladur Type 139 Ibs per 1000 ft. 
[% oz. and 4oz 
orzes cnrly 














Insist on genuine Dur-O-waL for crack-free masonry 
walls with a backbone of steel 


if. New Companion Product for Masonry Walls 
scene : Rapid CONTROL Joint 


000 Paper ciny ar Trademark 











Pat. Pending 


WIDE FLANGE 








There’s extra profit in Elmer's Glue-All if you take advantage of our “Back-to- 
School” special on the 1% oz. and 4 oz. sizes. Order twelve—pay for eleven— 
dealer dates: August 24th through September 18th. In handy squeeze bottles. 
Order today from your supplier—or write The Borden Company, Dept. AL-89, 


350 Madison Avenue, New York 17. N.Y. ; ' 
Dur-O-wal Div., Cedor Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wol Prod., 


Inc., Box 628, SYRACUSE, N.Y. Dur-O-wal Div., Frontier Mfg. Co., Box 49, 


hordens Products PHOENIX, ARIZ. Dur-O-wol Prod., Inc., 4500 E. Lombord S1., BALTIMORE, MD. 
Dur-O-wal of I11., 119 N. River St., AURORA, ML. Dur-O-wol Prod. of Alc., Inc., 

FOR THE 
Box 5446, BIRMINGHAM, ALA, Dur-O-wal of Colorado, 29th and Court St., 


3p 
: HOME HANDYMAN PUEBLO, COLORADO 3 ur-O-wal Inc., 165 Utoh Street, TOLEDO, OIC 


Circle No. 109 on Handy Cover Card Circle No. 90 on Handy Cover Card 
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WICKES ©) LUMBER CO. 


NEW MILFORD, OHIO 


OF AKRON ON HIGHWAY 18 
LOCATED: " strwetn roinsuro AND ROOTSTOWN 


Where You Get 
“MORE FOR LESS” 


| [casw ano CARRY—HAUL (PICK UF & amen pnice ) Pnomer DELIVERY SERVICE AT 
Lust FROM OUR YARD |.) VERY REASONABLE PRICES 








CASH-AND-CARRY:GROWS AND GROWS 


Phone 
Rootstown, Ohie 
FA-5-16811 














A.L. Distribution Report (Continued) 


YOUR OWN AND SAVE! ( keep wee 





We're Now Stocking 
Duralite ALUMINUM 
GLIDER and AWNING WINDOW 
UNITS 


Contact Us For Very Reasonable Prices! 


CLEAR POLYETHYLENE FILM 


ier for Life- 


PRICE COMPARISON is made easy for shoppers by 
these two newspaper ads of c&c outlets. Ads ran 
side-by-side in Akron Beacon-Journal. 





ASPHALT IMPREGNATED-INSULATING-EXTERIOR 


BUILDING BOARD 


—— LAYS UP FULL MEASURE —— 
640 
$0. fT 
+998 
sor 


CASHWAY LUMBER 


ome NOW-2 CONVENIENT LOCA’ 
1763 WADSWORTH RD. 75 cones CASE AVE. 
PL-3-6631 | ] RE-3-6255 


CASH AND CARRY --- HAUL YOUR OWN ceuvery avanane 
SPECIAL AT — 
N. CASE AVENUE 
Store ONLY: 
UTILITY 2x6 
6 through 16° "80 Por M 
DOOR AWNING 


seo coo Pon 08S 


1008 ROOFING! 4008 


§3,25 
$2.36 5 


The Per manne se bg Fn od Ses iture Bar 
time Protec 


-- SOME. uses. -- 

© Under Concrete § 
© On Worm tet wel 

© in Crow! Spe 

© peeved Geendor of 

Foundenien 

© Over Sub-Flooring 

© Te Cover Materials ond 

Fevipment 





‘y"~2'x8" V-JOINT 

\9"—4'x8' SQUARE EDGE 
25/32"—2'x8' V-JOINT 
25/32"—4'x8 SQUARE EDGE 








BEVELED 


RED CEDAR 
SIDING 


CLEAR AND GRADE “A” 


aes 
$14950 
*185° 
unio” perm *2O5° 


Genvine “IDAHO” White Pine 


“me PANELING 


PINE 
POMEST QUALITY — TRULY BEAUTIFUL = 


ICE 
*149°° we unoTHs 
KILN DRIED—EXTERIOR OR INTERIOR 
REDWOOD PANELING 
1x8” V-EDGE (Pottern 212) 596500 = 
“wh 


Clear and “A” Grade 
Kiln Dried—Clear and “A” Grade 
REDWOOD 
BEVELED SIDING 


per M $155.00 
per M $170.00 


S. GOOD REASONS WHY 
ALERT BUILDERS CHOOSE 


aw Ea 


Shake Pane 


ids, 5 Base € 1 
Oven - inctalied 1 on Sestoms Cam, 














90-Ib. Rell rooting 
15-1b. Felt 
30-Ib. Felt 


215-lb. Shingles 
45-Ib. Rell reefing 
55-Ib. Roll reoting 


Ma"'x8” perM 
aa ber 
$2.45 

65-lb. Roll reefing 














Ramen Key Nes 


dhe Sliding door by-pass 4° opening 
opening, 








1/4-408 V.grooved Mahogeny 

1/4-V-qroored Birch 

1/4428 V.qrooved Oak 

5/16—408 Ripple Wood 

5/16-4u8 V grooved Ripple Wood per sheet $6.40 

1/4418 Vipeoved pretinsshed 
Mahogany 








P $28.59 
per sheet $7.68 Hinged drilled (DO IT YOURSELF) 





BOTH STORE HOURS 8 A.M. TO 6 P.M. ye gg THRU FRIDAY 
SATURDAY 8 A.M. TOS 


veer in Ohio 


tire city with this type of operation. 
Even with these expansion plans in 
the works, Glenn Carter emphasizes 
some of the pitfalls in this type of op- 
eration. You must be a shrewder op- 
erator than the average manager of 
a conventional yard and you must 
know how to ship, warehouse and in- 


5/8°x8" Verticle Grain 
5/8°x10" Verticle Grain 


The Cash Idea 


Carter-Jones, big Akron dealer, battles 
Wickes with more cash-and-carry yards, 
plans others. 














After more than two years experi- 
ence in cash-and-carry, Carter-Jones 
Lumber Co., Akron, Ohio, is con- 
vinced that it’s a good business to be 
in. 

“We're happy with our deal,” com- 
ments purchasing agent Glenn Carter, 
succinctly. Carter-Jones expansion 
plans would indicate that Carter’s 
foregoing comment is one of the deal- 
er understatements of the year. 

The firm operates five conventional 
yards with extensive credit plans and 
delivery services. These yards are 
open from 8 a.m. to 9 p.m. five days 
a week and until 4:30 p.m. on Sat- 
urday. 
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Carter-Jones opened its first cash- 
and-carry yard a little over two years 
ago. About 10 months ago, they 
bought out a conventional yard and 
turned it into c&c in Wadsworth, 
about 20 miles from downtown Akron. 

Located in. the country, Carter- 
Jones newest c&c is near a sizeable 
shopping center with a fast-growing 
suburban area all around. Alex Coop- 
er, a veteran Carter-Jones employe 
who managed their initial c&c yard, 
now manages the Wadsworth yard. 
A third Carter-Jones c&c yard will 
open this fall. Management admits 
other c&c yards are in the thinking 
stage and may ‘éVentually ring the en- 


August 17, 


ventory at maximum efficiency. And 
most important, you must get a fast 
turnover . 

Move slowly. For that reason, Car- 
ter points out, you take on new items 
much slower than you would ordin- 
arily. Every new item must be ex- 
amined carefully for potential turn- 
over. Guesswork must be eliminated. 
Carter-Jones has found that pre-hung 
doors and combination windows and 
doors are good items. 

“You've got to be careful, too, about 
damage and spoilage,” adds Carter. 
“And you’ve got to move stuff more 
efficiently. We've tried to eliminate 
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every possible handling operation.” 

Carter-Jones has a lift truck in each 
of its c&c yards and operates each 
yard with three or four people. The 
new Wadsworth layout is being han- 
dled this summer with four people, in- 
cluding two school boys. 

Carter-Jones says its prices are 
competitive with a nearby Wickes 
c&c yard. Both take display newspa- 
per advertising, often in adjoining 
columns. 

What effect has the giant Wickes 
operation had on conventional yards 
in the Akron area? (Wickes yards in 
Milford and Springfield, Ohio.) 

“They've sharpened up competi- 
tion,” asserts Carter. “We've increased 


our own newspaper advertising, but I 
can’t attribute it to Wickes. 

“I'm sure Wickes has caused a lot 
of dealers to take a hard look at their 
own operation. It’s been a long time 
since they’ve done that—maybe not 
since the depression—and _ they’ve 
found a lot of fat.” 

Small contractors and homeowners 
are the main customers for the Carter- 
Jones c&c yards. They find large con- 
tractors want service. Carter-Jones 
believes it has lost no substantial busi- 
ness to Wickes. 

“Contractors are discovering that 
you get what you pay for,” observed 
Glenn Carter, “that nothing is really 
free.” 


CASH-WAY LUMBER & SUPPLY CO. layout in Wadsworth, Ohio 
is second cash-and-carry outlet for Carter-Jones, Akron. Already 
operating five conventional lumberyards in Akron, firm will open 


its third c&c outlet in the fall. 


ENCLOSED WAREHOUSE is 80’ long and 32’ wide with a pole 
shed addition 100’ long. Freight-car unloading a short distance 
away is contracted, but spur track will be built into property 


when business warrants it. 


SHOW WINDOWS are plastered with c&c 
signs: ‘‘Cash-and-carry saves you money. 
Hauling available." 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements. 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appolachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Laven Lumber. Do- 

mestic and imported Veneers. Hardwood Ficoring— 

Ook and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenove, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 


Manufacturers Appalachian Hardwood Lumber 





* Member Appalachian Hardwoods 


Manufacturers, Inc 


always specify 


APPALACHIAN HARDWOODS 


Circle No. 83 on Handy Cover Card 
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GABRYEL LUMBER 
CASH-N-CARRY 
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NATIONAL BRANDS at discount prices 
are promoted by Gabryel's newspaper 
ads throughout the area. 




















CASH-AND-CARRY GROWS AND GROWS 


A.L. Distribution Report (Continued) 


WINDOW UNITS are featured in the limited showroom space along with doors, pan- 


eling and hardboard. 


New York State 





Buffalo C&C Will Expand 


Gabryel Lumber announces plans for 


big, new retail outlet; 


bursting at seams. 


Gabryel Lumber Co., Buffalo, N.Y., 


is one of the fastest growing cash- 
and-carrys in the east. 

Starting from scratch as a small 
millwork shop 10 years ago, the firm 
operated as a conventional yard until 
after a Wickes c&c yard opened 60 
miles away. 

A barrage of newspaper display 
advertising in Buffalo and surround- 
ing communities is pulling customers 
from a wide area. Many dealers in 
the area admit that Gabryel is cutting 
into their volume. 

Just last month president Herman 


old c&c store 


Gabryel announced that he and his 
brother, Charles, will break ground 
for a new $250,000 retail outlet in 
Cheektowaga near the New York 
state Thruway. (Wickes outlets in 
New York state are located near the 
Thruway.) 

The new building, Gabryel said, 
will be part of a $1 million retail 
development planned over a three or 
four-year period. The company now 
uses the St. Lawrence Seaway for 
lumber shipments, importing hard- 
board from Sweden about once a 
month. 


alias 


STORE AND YARD FACILITIES will be expanded at a new site. Plans call for $1 
million retail development near New York state Thruway. 


August 17, 


1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





a 
/GPRA/ SPRA 


Paik \ PAIN 


SR ee 


Just put spray paints G DEAK Masking Tape together 


Pushbutton or aerosol-type spray paints need masking tape . . . it helps the 
do-it-yourselfer or housewife to get a “professional” paint or decorating job... it makes 


spray painting easy, neat, and artistic. 


And it’s the easiest and most profitable way to boost sales — just place the attractive 
M-59 BEAR Masking Tape Display Rack next to your spray paint display and put 


the power of suggestion to work for you. 


Feature BEAR Masking Tape in or near your 
paint department and you'll sell more, make 
more, with faster profits. 


TAQ OT, BUY Vore 
A DIVISION OF NORTON COMPANY 
ABRASIVES” 
BEHR-MANNING PRODUCTS: Coated Abrasives * Sharpening Stones + Pressure-Sensitive Tapes 
NORTON PRODUCTS: Abrasives + Grinding Wheels + Grinding Machines + Refractories + Electrochemicals 
In Canada: Behr-Manning (Canada) Ltd., Brantford. For Export. Norton Behr-Manning Overseas Inc., Troy, N.Y., U.S.A 


Behr-Manning Co., Troy, N. Y. Dept. AL-8 


FREE — popular good-will builder. 
25 BEAR Coloring Books available for free 
distribution. 


Store 
Name 


Address 
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CASH-AND-CARRY GROWS AND GROWS 


A.L. Distribution Report (Continued) 


WICKES EXPANDS. This Elkhorn, Wis. store and warehouse layout has almost been duplicated in 
a new Wickes Wisconsin yard opened in June in Forest Junction, near Green Bay, Wis. 


Wickes Opening More C&C 


New York, Illinois and Wisconsin scene of new outlets; others ex- 


panding. 


GROUN 


BEING PREPARED for new Wickes warehouse at Elkhorn, Wis., which has 


since opened. It will be used mainly for millwork and insulation. 


BUILDING IS UNDERWAY at new Wickes 
yard in Selkirk, near Albany, N. Y. Site 
is former Selkirk airport. 


56 


LOADS ARE BANDED by private contract 
hauler in Elkhorn yard prior to delivery. 


Before the year is out, the giant 
Wickes cash-and-carry organization 
will be operating 16 yards in New 
York state and the middle west. 

New yards already opened by 
Wickes this year or currently in the 
building stage are located at Selkirk, 
near Albany, N. Y. (construction un- 
derway); Forest Junction, near Green 
Bay, Wis. (opened in June) and Gales- 
burg, Ill., expected to open late this 
year. Land has also been purchased 
for a yard near Farmer City, Ill. 

R. V. Wolohan, divisional presi- 
dent and general manager of Wickes 
Lumber Co., said his organization has 
land under option at Rome, N. Y. for 
a third New York state outlet, but is 
not committed to proceed further. 


WICKES’ OWN NAME on sheathing for 
private home in Wisconsin small town, 
where dealer is losing most of his sales 
to this organization. 
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BUILDERS BUY 


for many uses in resi 
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_— oa 


] + 
i oon on ee 
. | 


] 
i |} 
4 41 — 


FARMERS USE IT! 


i volamaciitele (cil g and tor new farm structures 


Score it, snap it and nail it in place! Ruberoid 
Stonewall Board has 1001 uses...no wonder 
it’s a volume seller. Stonewall Board is an- 
other outstanding example of Ruberoid lead- 
ership in product development since 1886 .. . 
another reason for the loyalty of Ruberoid 
dealers . . . another reason why progressive 
dealers carry the Ruberoid banner. 


ARCHITECTS 
{ 


ror VOrious USe5 i co 


SPECIFY IT! 


And that’s not all! Ruberoid gives you a com- 
plete line of products for every roofing and 
siding need. Brand recognition and prefer- 
ence... national advertising support...every 
merchandising aid you need. Find out why it 
pays to be a Ruberoid Dealer. Contact your 
Ruberoid representative today. Or write: 
The RUBEROID Co. 


500 FIFTH AVENUE, NEW YORK 36, N. Y. 
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First, 7-home development .... 


DOUGLAS COURT, first building activity by Christ- 
man Lumber Co., Spring Lake, Mich. 


Next, 13-home development .... 


4 
a 


CONTRACTOR CUSTOMERS discuss progress of last 
house underway in 13-home tract with Dealer Jim 
Christman. 
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AND &% OECIMALS OF 4 FOO 


15 Homes Sold in Two Days! 


Lumber Dealer Scores “DSC” Hit in Cash-and-Carry Area 


Sales in tract handled by realtor. Dealer's Lanky Planky 
/ Builders buys $4,500 of materials for each tract house from 
lumberyard. Labor assigned dealer's friendly contractors. 


DEALER SALES CONTROL 
Through Land and Building 
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E SAW THE HERRING in 

the retail lumber business five 
years ago,” says Jim Christman, part- 
owner of Christman Lumber Co., 
Spring Lake, Mich. 

“It was obvious to my brothers and 
myself that cut-price, cash-and-carry 
competition would soon make it im- 
possible to earn a profit on selling 
lumber and materials in the conven- 
tional fashion. So we had to find a 
way to control our sales.” 

The five year growth of “DSC” 
(Dealer Sales Control) at Christman’s 
reached its zenith last June when the 
lumberyard’s_ subdivision in nearby 
Muskegon opened with spectacular 
results: more than 1,600 visitors 


tramped through the model houses; at 
least 15 signed up for new homes. 


$14,000 RETAIL PRICE for 3-bedroom 
split-level included landscaped lot and 
extras such as combination aluminum 
storm doors and screens; built-in oven 
and range and disposal; kitchen vent 
fan; stainless steel double sink. No down 
payment sign above in model home re- 
fers to plan where buyer handles finish- 
ing on ‘sweat equity”’ basis. 


SPLIT-LEVEL DESIGN 
of Sunset Acres model 
home is credited as 
main factor in sales of 
15 houses over week- 
end by agent for 
Christman Lumber Co. 
The two ranch models 
produced no interest, 
Jim Christman said. 
Other reasons for 
sales success were 
tract’s proximity to 
schools, lower taxes 
than some adjoining 
areas. 


“We were amazed at the tremen- 
dous turnout and the sales,” said 
George Christman, who with broth- 
ers Jim and Norm, run the yard in 
which their grandfather once worked 
and owned. 

Test projects. Like many lumber 
dealers. in small cities, the Christmans 
had always built a few houses on 
scattered lots. But prior to 1954, it 
was not an organized contracting busi- 
ness. One problem was lack of con- 
struction and mortgage financing. 

But the Christmans knew that if 
they could assemble a group of lots at 
one location, install streets and util- 
ities, they could obtain FHA-insured 
financing. 

“There’s plenty of FHA money 
available if you first develop the land 
according to FHA _ requirements,” 
said Jim. Money for Christman’s 
building projects come from several 
sources in Grand Rapids, Mich. 

Deciding that control of the sale 
through land and general contracting 
is the answer to price-cutting compe- 
tition and by-passing problems, the 
brothers obtained a 7-lot Spring Lake 
acreage in 1954, The houses were 
sold before erection. The lumberyard 
profited from the land, sold all mate- 
rials at retail list and earned the gen- 
eral contractor’s profit on each house. 
Construction was given to local subs. 

The following year the brothers be- 
gan to assemble a 13-lot tract in Spring 
Lake. Streets and utilities were planned 
and outside financing assured. Again, 
houses were sold before erection. 
The dealer obtained profits from the 
land, the materials and as general 
contractor. 

Big jump. With the 13-lot project 
launched, the Christmans began hunt- 
ing for greener pastures. The outlook 
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in Spring Lake (pop., 2,000) is lim- 
ited by a scarcity of suitable land 
within the town limits. But eight miles 
north of the village is prosperous 
Muskegon, spurting ahead with new 
industrial growth. 

Sizing up Muskegon, a city of 50,- 
000 people, as a good target, the 
brothers relied upon Harvey I. Ne- 
deau, a Muskegon realtor, to locate a 
sizable plot for a subdivision. The 
Christmans purchased a 60-lot proper- 
ty with a land contract that required 
only $5,000 down and a series of re- 
leases. They also obtained option on 
an adjoining 40 acres. 

Realtor Nedeau was given exclusive 
sales for “Sunset Acres,” working on 
the standard 5% commission. The lum- 
ber company’s name and the name of 
Lanky Planky Builders (Christmans’ 
general contracting firm) were omit- 
ted from all public promotion of the 
tract. 

Agent Nedeau spent $2,000 in radio 
and newspaper advertising prior to 
the model home showing. The week- 
end opening was also promoted on 
the lumber company’s programs over 
a radio station in Grand Haven, a city 
of 10,000 which adjoins Spring Lake. 
The result of this promotional barrage 
was $200,000 worth of new homes 
sold in two days. 

Profit breakdown. About $4,500 of 
lumber and building materials are 
sold by the Christman Lumber Co. to 
Christman’s Lanky Planky Builders 
for each $14,000 Sunset Acres house. 
In addition, the Christmans earn gen- 
eral contracting and land profits. The 
Muskegon subdivision is giving new 
work for the lumberyard’s friendly 
contractors. 

“Our yard sells everything for these 
houses except plumbing, heating and 
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PARTNERS in Dealer Sales Control suc- 
cess are brothers Norm, George and Jim 
Christman, Spring Lake, Mich. 





foundation concrete,” said Jim Christ- 
man. “We sell all the materials, the 
appliances and lighting fixtures.” 

Christmans’ aim is to sell 30 houses 
this year, another 30 next year. This 
would put the Christmans on par with 
the average speculative builder in Mus- 
kegon. (A builder who erects 50 
homes a year is considered a large op- 
erator in Muskegon.) 

About 35% of the lumber compa- 
ny’s total sales in 1958 were sold to 
the Christmans’ own Lanky Planky 
Builders. This percentage is bound to 
be higher this year now that Sunset 
Acres is off to such a spectacular start. 

The balance of the lumberyard 
sales are split between contractors and 


consumers, including a fast-growing 
kitchen remodeling business which 
will be described in a future issue of 
American Lumberman. 

Control is the answer. “We have 
been very much interested in the ar- 
ticles on DSC that you have been pub- 
lishing in the last few issues,” said 
George Christman, referring to the 
Dealer Sales Control articles in Amer- 
ican Lumberman. “Our belief in DSC 
led us into our own general contract- 
ing and land program, culminating in 
the success at Sunset Acres. While we 
have lost some contractor trade, we 
feel that the net results have been very 
worthwhile.” In an area where dealer 
profits have reached the vanishing 
point, the Christmans are enjoying an 
improved net on sales. 

Jim Christman said that the lum- 
beryard is still competing in some cases 
on a price basis for contractor busi- 
ness. 

“We know we are not making much 
money on those sales. But we still 
keep our hand in,” he explained. 

Perhaps when the brothers complete 
their next DSC plan—the erection of 
a_ sales-building display store—they 
can make all sales at a decent profit. 

“If possible, we want no part of the 
market which depends on price con- 
cessions to builders,” sums up Jim 
Christman. “We got one dealer here 
who sells below Wickes’ cash-and- 
carry prices and gives free delivery, 


too. It is impossible to compete with 
that. We prefer DSC through land, 
general contracting, retail specialties 
and home improvement promotion.” 
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UNSE?T 
BCREg 
GRAND OPENING 


Enjoy The Res! Fun of Good Living In « 
BRAND NEW HOME 
3 and 4 BEDROOMS 

500 DOWN 


93,50C 


Monthly Payments... . ‘90 - - 96 


+ mew 


* ASK ABOUT OUR NO 
DOWN PAYMENT PLAN 


PROMOTION for Sunset Acres included 
full page ad above, sponsored by real- 
tor; 4-page folder and dealer's radio 
advertising. 





Midiand’s 
on the move 


An outstanding power gar- 
den equipment dealership 
opportunity that gets better 


every day! 


Move up to Midland where BIG 
things are happening. Get in now on 
the new promotions, new ideas, and 
new products that will make this great 
dealership even better this Fall! 


Write now for 
details on dealerships 
availabie in key areas. 


1200 Rawson Avenue, South Milwaukee, Wis. 
Subsidiary of Outboard Marine Corporation 
Circle No. 86 on Handy Cover Card 
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POLES AND POSTS 


Low cost + Long lasting 


More and more of your custom- 
ers are asking about treated pole 
frame construction for durable, 
low cost farm buildings. Treated 
Lodgepole Pine from J. Neils is 
the answer to their needs and to 
increased sales for you. J. Neils 
poles are straight, strong, with 
uniform taper. They are selected 
from our own timberlands, and 
treated (penta or creosote) in our 
own plant. Mixed cars can in- 
clude poles with treated or un- 
treated lumber. Free plans and 
erection instructions available. 














J. Neils Lumber Company 
Division of St. Regis Paper Co. 





MILL AND TREATING PLANT AT LIBBY, MONTANA 
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OPERATING RATIOS NATIONALLY 





Table | 












Gross 
profit 
on sales 


Operating 
expenses 


Executive 
salaries 





Other 
Salaries 
and Wages 


Operating 
profit 
on sales . 


Net earnings 
on sales 
before taxes 








Intermountain 


1957 


26.57% 
26.72% 





18.48% 


(TOTAL SAU 


19.69% 
(TOTAL SAL 


ARIES AND wi 


ARIES AND WA 


N.A. * 


* 











6.51% 
5.47% 


NA. * 


AGES 11.80) 
* 


6.44% 
5.13% 


GES 12.91) 





Northwestern 


1958 





24.99% 
24.62% 






21.92% 
22.28% 









1.83% 
1.97% 










10.93% 
10.83% 


3.07% 
2.34% 


4.94% 
4,43% 





Michigan 


1958 
1957 





26.31% 
26.63% 





25.59% 
25.19% 








4.19% 
3.88% 








N.A.* 
N.A.* 





11.55% 
11.60% 


0.72% 
1,44% 





Nebraska 


1957 


24.48% 








18,46% 


4.79% 





5.52% 6.01% 6.97% 








Southwestern 


(independent yards) 


1958 
1957 


25.21% 
24.10% 


22.50% 
21.63% 


3.65% 
4,15% 


2.71% 
2.47% 


3.15% 
3.01% 


11,06% 
10.07% 





Southwestern 
(lineyards) 


1958 
1957 


23.92% 
24.84% 





21.19% 
23, 14% 








4.38% 
5.36% 












8.98% 
9.26% 


2.73% 
1.70% 


3.42% 
2.21% 








Tennessee 


22.55% 
23.34% 






18.5% 
19.75% 










3.5% 
3.9% 














4,14% 
3.82% 


8.5% 4.05% 
3.59% 








Texas 


(independent yards) 


1958 
1957 


23.3% 
24.0% 








21.8% 
22.4% 


4.1% 
4.2% 


8.4% 1.5% 3.5% 
8.6% 1.6% 4.0% 





Texas 
(lineyards) 


1958 
1957 








25.4% 
23.6% 





21.6% 
21.7% 





3.2% 
4.6% 








8.6% 3.8% 7.1% 
7.6% 1.9% 6.0% 





Florida 


22.8% 
21.7% 






19.6% 
17.8% 






3.1% 
2.2% 





3.2% 
9.0% 3.9% 3.8% 





New Jersey 








1958 
1957 








24.42% 
24.06% 








23.97% 
23.36% 








4,43% 
4,25% 





0.46% 


8.94% 0.70% 2.04% 

















* N.A. (not available) 


MANAGEMENT GUIDE Cost: of Doing” Business 


Dealers’ Annual Earnings Climb 12 1/2% 





Average dealer earn 4.14%, up from 3.62%, in 1957. Even 
in low-profit Michigan and New Jersey some dealers are 
earning better than 10%! 
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he retail lumber dealers of the 

country improved their net profit 
122% last year. The combined operat- 
ing results of dealers in nine regions 
indicate this trend. The encouraging 
report comes from analysis showing 
that while average net profit declined 
somewhat in four regions, it rose in 
(continued on page 62) 


61 





























































( Here's the one that ) 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WATER 
PUTTY 


WILL NOT SHRINK 








STICKS AND STAYS pyr 
i 


a 


Most dealers repo 
“Our sales of Dur- 
ham’s Rock - Hard 
Water Putty keep 
nt year after 
year.” What’s more, 
Durham’s Rock- 
Hard Water Putty 
ives you by far the 
Fest profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. « Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
ndustrial users, Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 


Circle No. 88 on Handy Cover Card 








12-PAGE 
TRUSS 
REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Ill. 














Circle No. 89 on Handy Cover Card 
62 


MANAGEMENT GUIDE Cost of Doing Business 


(begins on page 61) 


the other five. The data became avail- 
able during mid-July. 

In 1958 the average net profit of 
dealers in the nine reporting regions 
was 4.14%; in 1957 these dealers re- 
ported a net profit of 3.62%. This re- 
verses a trend of some years’ stand- 
ing, in which an ever-falling net profit 
figure was earned. 

The seven top profit-makers per- 
formances were reported in six of the 
nine regions, although these money- 
makers were not identified: 


* A Texas independent dealer had 
18.7% net profit on sales (that’s what 
the man said); 


* A southwestern independent dealer in 
the $100,000-$300,000 volume brack- 
et, in a city in the 10,000-100,000 pop- 
ulation range, netted 16.58% on sales; 


* A southwestern lineyard netted 


13.83% on sales; 


* A Tennessee dealer netted 12.0% on 
sales; 


* A Michigan dealer netted 11.28% 
on sales in the $250,000-$450,000 
bracket; 


¢ A Florida dealer netted 10.7% on 
sales; 


* A New Jersey dealer netted 10.13% 
on sales of $124,000. 


Data examined. Dealers improved 
their operations in all five of the key 
percentage-to-sales areas reported in 
the “Typical Dealer” table on this 
page. Gross profit on sales went up, 
operating expenses were shaved, deal- 
ers weren't paying themselves quite 
as much salary as in 1957 and oper- 
ating profit went up. The difference 
between operating profit and net prof- 


it on sales before taxes suggests that 
dealers are discounting more bills 
payable than they did a year ago. 

Averages, however, can be mis- 
leading. The tables here show that 
dealers in four of the nine regions 
summarized were not able to boost 
gross profit above the national aver- 
age of 24.54%. 

All dealers save those in Michigan 
held their operating expenses below 
the average of 21.24%. In that state 
the total of all salaries and wages 
contributed heavily to the dealers’ 
poor profit showing; this figure was 
well over half of gross profit and of 
total operating expenses. On the other 
hand, an unusally low salaries and 
wages figure contributed greatly to 
the high net profit showing of Ne- 
braska dealers. 

Top profit maker group in 1958 
was composed of Texas _lineyards, 
where “other income, including dis- 
counts” boosted an operating profit 
of 3.8% to 7.1%. Tops in operating 
profit was reported by Intermountain 
dealers; they reported 6.44%, but their 
“other income, including discounts” 
raised them only to second place 
among the profit-makers. 

The following associations supplied 
data for the exclusive American Lum- 
berman report: Florida Lumber & 
Millwork Association, Intermountain 
Lumber Dealers Association, Lumber- 
men’s Association of Texas, Michigan 
Retail Lumber Dealers Association; 
Nebraska Lumber Merchants Associ- 
ation, New Jersey Lumbermen’s As- 
sociation, Northwestern Lumbermen’s 
Association, Southwestern Lumber- 
men’s Association, and Tennessee 
Building Material Association. 

(continued on page 64) 


Typical Dealer Performance 


Composite Averages using the reports from nine associations 
including small, medium and large dealers 


1958 


Net sales 100% 


1957 
100% 


Gross profit on sales .24.54% (9 dealer groups ) . .24.36% (8 dealer groups* ) 
Operating expenses ..21.24% (9 dealer groups ) ..21.69% (8 dealer groups* ) 


Executive salaries ... 
Operating profit 
Net profit on sales 


before income taxes .4.14% (9 dealer groups ) .. 


. 3.71% (8 dealer groupst) .. 


3.83% (7 dealer groups*t) 
. 3.33% (7 dealer groups* ) 


3.62% (8 dealer groups* ) 


(This is a 124% % increase 
over 1957) 


* Nebraska published no survey of 1957 business 
t Executive salaries are not separately stated by Intermountain survey 
° Operating profit is not stated in Michigan survey 
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Best reason | know for selling Southwest... 





(fou can prottt trom the qualtty in 
SOUTHWEST “FRIENDLY INDIAN” brand lumber 


Like a sure thing? You'll never 
get stuck with a “pig in a poke” when you stock 
Southwest. It’s quality through and through—and 
looks the part. Board after board is bright, well- 
manufactured, consistently graded. What more 
could you ask for building repeat business . . . and 
profits? Stock Southwest and bank the difference 
quality makes! 


You can see the helping hand Southwest gives 
Nature — in every board! 


@ kiln dried ® clean, bright appearance 
@ precision milled ® carefully handled 

® brand identified and loaded 

© consistently graded ®@ speedy, dependable deliv- 
© waxed ends ery the year around 


Southwest. 


LUMBER MILLS, INC. 


General Sales Office: P. O. Box 908 ° Phoenix, Arizona 
Alpine 8-4811 TWX PX 495 


Eastern Region Sales Office: 135 S. LaSalle St. * Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


Mills: Flagstaff, Arizona * McNary, Arizona * Corrigan, Texas 


PRODUCING PONDEROSA PINE, DOUGLAS FIR, WHITE FIR, SOUTHERN YELLOW PINE, AND HARDWOODS 
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MANAGEMENT GUIDE 


Sales Under $175,000 Best Return by Northwestern Dealers 


Cost of Doing Business 


(begins on page 61) 


Table II 





Intermountain 
(Under 
$150,000) 


Michigan 
(Under 
$125,000) 


Nebraska 
(Under 
$175,000) 


Northwestern 
(Under 
$75,000) 


Southwestern 


(Under 
$100,000) 


Tennessee 
(Under 
$175,00) 


Texas 
(Under 
$200,000) 


New Jersey 
(Under 
$200,000) 





Net Sales 


100% 


100% 


100% 


100% 


100% 


100% 


100% 


100% 





Cost of sales 


71.71% 


75.74% 


74.94% 


75.16% 


75.5% 





Gross profit 


28.29% 


24.26% 


25.06% 


24.84% 


24.5% 





Operating expenses: 


Executive 
salaries 





Other salaries 
and wages 








Total operating 
expenses 


18.08% 





Protit from 
operations (loss) 





Net profit before 
income taxes (loss) 
































(0.01%) 





* NLA. (not available) 





Sales Under $300,000 


Nebraska Dealers Lead 


Table III 





Intermountain 
(Over 
$150,000) 


Michigan 
($125,000- 
$250,000) 


Nebraska 
($175,000- 
$300,000) 


Northwestern 
($75,000 - 
$350,000) 


Southwestern 


($100,000- 
$300,000) 


Tennessee 
($175,000- 
$270,000) 


Florida 
($175,000 - 
$270,000) 


New Jersey 
($200,000 - 
$425,000) 





Net sales 


100% 


100% 


100% 


100% 


100% 


100% 


100% 


100% 





Cost of sales 


74.22% 


72.87% 


75.08% 


75.39% 


74.30% 





Gross profit 


25.78% 


27.13% 


24.92% 


24.61% 


25.70% 





Executive 
salaries 


Operating expenses: 





Other salaries 


and wages 








Total operating 
expenses 





Profit from 
operations 





Net profit before 
income taxes 


























3.0% 





1.67% 








* NLA. (not available) (continued on page 66) 
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NEW Ropopis 


VENEERED 


EXCLUSIVE WOOD BLEND PANELS 


MANY WAYS SUPERIOR TO HARDWOOD PLYWOOD...YET COSTS LESS 


Timblend, Roddis’ amazing man-made board, is now available veneered, windowed 
in the most popular hardwoods. New beauty, plus highest warp-resistance C Bs BLE RE! 
combine in veneered Timblend to give finer product quality at lower cost. NTER CO 


With new, veneered Timblend you'll get all the richness and beauty of your 
favorite hardwoods, plus all the proven advantages of Roddis’ exclusive man- 
made core. It’s this Timblend core that makes the big difference! YOUR CHOICE 

Because of the unique, controlled density, non-grain construction of this OF HARDWOOD 
core, veneered Timblend machines beautifully with ordinary woodworking VENEERS! 
tools or power tools. It can be sawed, drilled, routed and rabbeted. You get 
smooth, gap-free edges every time. Even lipped edges turn out beautifully! 
And veneered Timblend has a remarkable dimensional stability that assures 
highest warp-resistance! Screw-holding ability equals that of the softwoods. 

Veneered Timblend comes in any of these best-selling woods: Elm, Birch, 
Maple, Cherry, Mahogany, Oak, Walnut, and many others. Available in %4”, 
in common plywood sizes. Other thicknesses and sizes available, prefinished 
if desired, on special order. 

Veneered Timblend is ideal for cupboard doors, cabinets, built-ins, ward- 
robes, sliding doors, table tops, displays and other hardwood plywood appli- 
cations. Excellent end results every time . . . at lower cost. Why not send 
the coupon today for a free sample of veneered Timblend plus the illus- 
trated brochure: “Working with Veneered Timblend”? 














al oe 4 — 4 — 


Roddis Plywood Corporation, Marshfield, Wisconsin—Dept. AL-859 
Please rush free sample of Veneered Timblend 
and brochure: ‘Working with Veneered Timblend” 
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MANAGEMENT GUIDE Cost of Doing Business (begins on page 61) 


It’s Nebraska On Top Again 


Sales Under $450,000 


Table IV 





Michigan 
($250,000 - 
$450,000) 


Nebraska 
(Over 
$300,000) 


Northwestern 
($350,000 - 
$750,000) 


Southwestern 
($300,000- 
$600,000) 


Tennessee 
($270,000 - 
$430,000) 


Texas 
($200,000 - 
$400,000) 


Florida 
($270,000 - 
$430,000) 





Net sales 


100% 


100% 


100% 


100% 


100% 


100% 


100% 





Cost of sales 


76.26% 


74.8% 


76.6% 





Gross profit 


23.74% 


25.2% 


23.4% 





Executive 
salaries 


Operating expenses: 





Other salaries 
and wages 





Total operating 
expenses 





Profit from 
operations 





Net profit before 





income taxes 





























* NLA, (not available) 





Sales Over $450,000 


Northwestern Noses Out Tennessee 


Table V 





Michigan 
(Over 
$450,000) 


Northwestern 
(Over 
$750,000) 


Southwestern 
(Over 
$600,000) 


Tennessee 
(Over 
$430,000) 


Texas 
(Over 
$400,000) 


New Jersey 
(Over 
$450,000) 


Florida 
($430,000 


and over) 





Net sales 


100% 


100% 


100% 


100% 


100% 


100% 


100% 





Cost of sales 


74.31% 


78.3% 


75.38% 


77.7% 





Gross profit 


25.69% 


21.7% 


24.62% 


22.3% 





Executive 
salaries 


Operating expenses: 





Other salaries 


and wages 





Total operating 
expenses 





Profit from 


operations 





Net profit before 
income taxes 
































* NLA, (not available) 
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August 17, 


“Public Demand Dictated We Use 


W00D WINDOWS’ 


Says Kimball Hill, Kimball Hill & Associates, Rolling Meadows, Illinois 


“According to the 25,000 people who visited the 20 model homes we 
built to find out what consumers wanted in their new homes, wood 
windows were a must item,” Mr. Hill continues. ‘People said, ‘Put wood 
n.' We did. We switched to wood windows completely. Furthermore, 
there is a warmth to wood from the standpoint of living with it that makes 
it a natural choice for homes in this area.” 

Your homes will have warmth and livability when you use Ponderosa 
Pine Window Units. 


BEST BUILDERS’ GUIDE TO WINDOW QUALITY 


The American Wood Window Institute Seal on 
the windows you install is your customer's as- 
surance that they conform to the specifications 
of new FHA standards and are: 





American pe Institute 


Correct in design + Properly constructed + Preservative treated + Properly balanced 
Made from carefully selected kiln-dried lumber + Efficiently weatherstripped. 





Because Wood is So Good to Live With 


39 S. LaSalle Street 
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Circle No. 


MEMBERS—Woodwork Group 


Andersen Corporation 

Anson & Gilkey Co. 

Biltbest Corporation 

Caradco, Incorporated 

Continental Screen Co. 

Curtis Companies, Inc. 

Farley & Loetscher Mfg. Co. 

Grinnell Sash & Door Co. 

Hurd Millwork Corp. 

Huttig Mfg. Co. 

ideal Co. (Wm. Cameron & Co.) 

International Paper 

— Long Bell Division 

Maita Manufacturing Co. 

paaeown White ag Sash Co. 
organ Compa 

Philadelphia ren Mfg. Co. 

Rock Island Millwork Co. 

Semling-Menke Co. 

Wabash Screen Door Co. 

Western Pine Mfg. Co. 

White Pine Sash Co. 


MEMBERS —Lumber Group 
Alexander-Stewart Lumber Co. 
The Anaconda Company 
Associated Lumber & Box Co. 
Bate Lumber Co. 

Biagen Lumber Co. 
Brooks-Scanion, Inc. 

Cal-ida Lumber Co 

Cascade Lumber Co, 

Collins Pine Co. 

Crane Mills 

Diamond Gardner Corp. 
Georgia-Pacific Corporation 
Gilchrist Timber Co. 

Edward Hines Lumber C jompay 
industrial Wholesale Lbr. 
Kaibab Lumber Co 

Long Lake Lumber Co. 

McCloud Lumber Co. 

Michigan California Lbr. Co 

J. Neils Lumber Co. 

Ochoco Lumber Co 

Oregon Lumber Co 

Pickering Lumber Corp. 

Scott Lumber Co., Inc 

Setzer Forest Products 

— Div. of Glenco Forest Products 
Raiph L. Smith Lumber Co. 
Southwest Lumber Mills, Inc 
Tahoe Forest Products Co. 
Tarter, Webster & Johnson, inc. 
Tite Knot Pine Mills 

U. S. Plywood Corp. 

— California Divison 

Warm Springs Lumber Company 
Western Pine Association 
Weyerhaeuser Sales Co. 

Winton Lumber Co. 


ASSOCIATE MEMBERS 


All Metal Weatherstrip Co. 
The Caldwell Mfg. Co 
Casement Hardware Co. 
Chapman Chemical Co. 

W. J. Dennis & Co. 

Dorris Lumber & Moulding Co. 


Monarch Metal Weatherstrip Corp, 


Protection Products Mfg. Co. 
Unique Balance Co 
Wood-Treating Chemicals Co. 
Zegers, inc. 


. Chicago 3, 


102 on Handy Cover Card 
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y, edloutéa Pine WOODWORK 


An Association of Western Pine Producers and Woodwork Manufacturers 


Illinois 
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UNDER FAIR TRADE LAW, manufacturer would make retailer sell at fixed price. However, dealers point out that 
the law could be circumvented by offering free ‘‘extras.”’ 


Lumbermen Against Fair Trade, 3-to-1 


Most dealers want to set their own 


prices. Many ask: ‘‘Why have a law you 
can't enforce?’’ A minority of dealers 
favor a national Fair Trade law to pro- 
tect small retailers from price-cutters. 


A new national Fair Trade law has 
been proposed in Congress, sponsored 
in a bill by Rep. Oran Harris (D-Ark,) 
and in the senate by Hubert Humph- 
rey (D-Minn) and William Proxmire 
(D-Wis). But most lumber retailers, 
according to a nationwide check with 
readers by A. L. reporters, are op- 
posed to any type of fair trade pric- 
ing, despite the problem of price 
cutting. 

Lumber and building materials have 
never been fair traded, even when 
permitted. Some lumbermen have 
sold tools and hardware under fair- 
trade prices. 

The main reason for opposing the 
principle of minimum resale prices is 
a strong belief that free competition 
should prevail. In this view, lumber- 
men line up with most food super- 
market merchants, whose association 
spokesmen have testified against fair 
trade practices. The lumber dealers 
are in the opposite camp from most 
druggists, who are rabid advocates of 
fair trade pricing. 

The fact that retail lumber dealers 
sell to a variety of both contractor 
and consumer customers, with several 
price levels, was given as One reason 
that fair-trade practices would not 
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work in this industry. 

Typical comment on the pending 
national law *comes from two St. 
Louis dealers, Verl Bell of Harrison 
Lumber Co, and Ray Stockmann of 
H. A. Stockmann Lumber Co. 

“No manufacturer should have the 
right to make retailers sell their prod- 
ucts at a specified retail price,” said 
Bell. “This would take away the com- 
petitive spirit that now exists. It would 
also kill merchandising. I cannot see 
any way that it would be considered 
right.” 

His opinion was shared by Ray 
Stockmann. “Retailers should be able 
to set their own prices and have no 
pressure from manufacturers,” he 
said. 

Stockmann observed, however, that 
such a law might stir up competition 
rather than kill it. “It might make 
retailers try harder to sell themselves 
and their services. With fair trade 
prices, service is the only thing they 
would have to sell.” 

Down in Green Bayou, Tex., dealer 
H. D. Watts said that “no matter 
whether these controls are applied to 
building materials or to anything else, 
the important issue is that the gov- 
ernment cannot legislate our profits.” 


Watts did not believe that fair trade 
prices would greatly reduce the com- 
petition from big-time price-cutters, 
which is the main reason for retailer 
support of fair trade-laws. 

Vicious circle. P. E. Turner, owner 
of the Turner Lumber Yard in Pearl- 
and, Tex., believes in manufacturers’ 
suggested retail prices, but stands 
firmly against any sort of enforced 
price controls. 

Turner believes that fair trade 
might take some of the pinch off the 
retail lumber dealer. ‘But another evil 
might take its place, he said. “Each 
manufacturer would try to outstrip 
another in making a ‘nearly-as-good’ 
product that could be sold at a lower 
price. Then I'd be losing customers 
to the dealer who can get that prod- 
uct. I'd drive myself. crazy trying to 
get a similar product from another 
manufacturer, who can maintain a 
lower price for his product. Fair 
trade prices would be the beginning 
of a vicious circle.” 

Businessmen are in favor of con- 
trols because they would eliminate a 
certain class of competition, but this 
would not be desirable, feels Frank 
Montalbano, assistant manager of 
Houston’s Montelbano Lumber Co. 

“Our firm enjoys healthy competi- 
tion because it makes us give better 
service. It is a fine stimulant and 
keeps us on our toes. If fair trade 
laws mean that we can only offer 
the same piece of lumber at the same 
price as our competitor, what's left 
to bring a customer to us?” he asked. 

One leading lumber dealer in Pue- 
blo, Colo., maintains that he would 
be in favor of fair trade pricing if it 

(continued on page 70) 
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Milcor Ribform 


goes to great lengths 
to make money 


for YOU! 


Lengths to 16’ 3” help your customers 
‘cut costs for concrete slabs over 
spans to 5’ 4” 


This permanent, high-tensile steel form is quickly 

laid and welded to structural supports — even in locations 

where it is impractical and expensive to strip wood forms. 

No scaffolding is needed — no temporary bracing of joists. 
Ribform uses less concrete than flexible types of center- 

ing. The contractor pours and finishes in one operation. 
All this adds up to a real profit opportunity these 

days when your customers are looking for ways to 

cut construction costs. Write for catalog 245. 


MILCO 


INLAND STEEL PRODUCTS COMPANY 


DEPT. H 4029 WEST BURNHAM STREET, MILWAUKEE 1, WISCONSIN 
ATLANTA, BALTIMORE, BUFFALO, CHICAGO, CINCINNATI, CLEVELAND, 


DALLAS, DENVER, DETROIT, KANSAS CITY, LOS ANGELES, MILWAUKEE 
NEW ORLEANS, NEW YORK, ST. LOUIS, ST. PAUL. 


~ 24 Covering Width | 
AT ght APES ANININ 
Standard Weight 


3” long, for short spans to 3’ 6” 


Heavy Duty 
16’ 3” long, 


for intermediate spans to 5'4” 


August 17, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 

















Circle No. 93 on Handy Cover Card 








AGAINST FAIR TRADE 


(begins on page 68) 





is handled strictly by the manufac- 
turers. 

“If the government is in on it, | 
want no part of it,” said the manag- 
er. “Also, what could be established 
for the contractor? Due to their vol- 
ume purchases, they certainly wouldn’t 
want to pay regular fair trade prices.” 

The inference of most lumber firms 
in the Rocky Mountain area was that 
if: distribution was held to proper 
channels there would be no need for 
fair trade laws. 

Forrest S. Woodside, 
Woodside Lumber Co., 
Colo, stated: 

“We have seen this work. Power 
tools are good examples. One tool 
manufacturer figured his volume was 
suffering from restricting sales to 
lumber and hardware firms. He 
opened his outlets to include drug 
stores, supermarkets and what have 
you and reduced the price to where 
no store was making any money on 
the tools.” 

Most dealers admitted, along with 
W. A. Roland, manager of Second 
Avenue Lumber Co., Dallas, that fair 
trade would free a man to make a 
profit. “But no man should be forced 


owner of 
Wheatridge, 


to go along with an arbitrary price- 
fixing policy,” said Roland. “We've 
got too much of that kind of thing as 
it is.” 

Would not work. “As fair trade has 
operated in other fields, there always 
seems to be a way to get around it,” 
said F. L. Miller, president of Chi- 
cago Lumber Co., Omaha, Neb., “and 
I believe lumber dealers would find a 
way, too.’ 

“If we make some advantageous 
buys, we should be able to pass that 
on to our customers,” said another 
Omaha dealer, Eldon L. Burns, pres- 
ident of Rivett Lumber Co. 


In Minneapolis, A. M. Musgjerd, 
manager of Richfield Lumber Co., 
put it this way: 

“I don’t see where anyone has a 
right to tell us what we can sell our 
products for, any more than we can 
tell the manufacturer what price he 
can charge us.” 

C. C. Randolph, manager of John- 
son-Cashway Lumber Co. in nearby 
St. Paul, agreed with Musgjerd. 

“We should be able to sell at the 
price we feel is right, not what some- 
one tells us is right,” he said. 

“Many retailers believe a fair trade 
law will protect them, but it doesn’t,” 
said Robert Blackstock, treasurer of 
Seattle’s H. W. Blackstock Lumber 
Co. 

“Price becomes the only item and 


then ways are found to get around 
them. For instance, one manufac- 
turer publishes the retail price on his 
saws and that’s what they sell for. 
But you find one dealer throwing in 
an extra attachment, while another 
will toss in several items free to get 
around the set price.” 

In Salt Lake City, Ralph Stringham, 
president, Stringham Lumber Co., 
summed up his attitude this way: 

“The way business is carried on in 
these good old United States, it 
doesn’t seem to me that we should be 
told what to charge for our products.” 

Francis Hatcher, manager of R. L. 
Sweet Lumber Co., Kansas City, 
Kans., expressed the same thought. 

“Keen competition is the life of 
American business. We'll take our 
chances on making a profit by estab- 
lishing our own selling prices.” 

F. L. Sayre of the Sterling Lumber 
Co., Oakland, Calif., declared flatly, 
“We just don’t like government regu- 
lation or interference in business af- 
fairs. Retailers in every field should 
insist on the right to get their own 
prices. 

Jack Pomeroy, executive vice-pres- 
ident of the Lumber Merchants’ As- 
sociation of Northern California, 
pointed out that California now has a 
fair trade law governing the retail 
sale of certain products, but “it sel- 
dom if ever has been really enforced 
because of the difficulties of polic- 


” 


ing. 
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If roofing is your 
business then 
you should know 
more about 


athe source 
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roofing products 
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“Own affair.” “Our firm has been 
in business for some 25 years. If we 
want to ‘give away’ an item or make 
a 100% profit, that’s our businessy’ 
said Henry Andres, secretary of 
Andres Supply Co., Cincinnati, Ohio. 

“I do not condone a cut-throat 
practice in business. But a retailer 
should not be regulated by law as 
to what he can make or cannot 
make.” 

“If a fair trade law was set up, 
naturally we would follow it. But we 
sure wouldn't like it,’ said Louis 
Nathan, advertising manager for Rose 
Bro. Co., Cincinnati. 


Approve Fair Trade 


One lumber dealer out of every 
four interviewed said “okay” to a 
national fair trade law, although even 
these dealers sometimes admitted that 
enforcement would be difficult. 

M. H. Tatum, owner of Tatum 
Lumber Co., Smyrna, Ga., said he 
approves the principle of fair trade 
legislation. “If everyone would sell at 
that price, a Fair Trade price would 
give enough profit,” he said. But with- 
out effective enforcement, he said, 
the law would not be a good thing 
for building materials dealers because 
“we would try to live by it” and suffer 
from the law-breakers. 

S. A. Lewis, owner, Lewis Lumber 
Co., Dallas, thinks that the Fair Trade 


law is the only answer to declining 
profits. 

“A lot of little fellows are being 
driven out of business by drastic 
price-cutting from big chains and 
dealers. That condition is worse in 
Dallas than in many places. Why, you 
can build a house in Dallas for $2,000 
cheaper than, say, in Shreveport, La. 
There will have to be something like 
a Fair Trade law, or the big boys will 
take over.” 


The small lumber dealer is more 
apt to want a Fair Trade_law, A. L. 
reporters found. For instance, George 
J. Vane, president of Koutsky-Bren- 
nan-Vana Co., Omaha, Neb., said: 

“I’m all for a Fair Trade law. 
Newspapers have a monopoly and 
charge what they want. Railroads 
have fixed rates. The insurance com- 
panies must file their rates with the 
state and cannot cut them. Even the 

(continued on page 72) 


Fair Trade Law Would Have Teeth In It 


If the proposed national fair trade 
bill ever becomes law, it will be eas- 
ier to apply and enforce by manu- 
facturers than any previous legisla- 
tion on resale pricing. 

A manufacturer could legally es- 
tablish and control his retail prices 
by simple notice to distributors, if his 
merchandise is in interstate commerce 
and is in free and open competition 
with merchandise of the same general 
class produced by others. 

The retailer violating the fair-trade 
price could be sued by the manufac- 
turer in Federal or State courts to 
halt the price-cutting. The producer 
could seek an injunction to stop the 
practice and obtain civil damages. 
Manufacturers could sue regardless of 


any state laws on the subject. 

As of presstime, it was not clear if 
the government would be required to 
enforce the law, or whether the bur- 
den of enforcement would remain 
with the manufacturer. 

The Senate Commercial subcommit- 
tee voted on July 23rd to take no 
further on the bill this year, but 
proponents of the bill are expected to 
push the measure strongly in Congress 
next year. 

Meanwhile, in Ohio the state legisla- 
ture overrode Gov. DiSalle’s veto of a 
law to put fair trade back on the state’s 
books. A court test of the new law is 
likely. But the legislature override was 
123-to-4 in the House and 30-to-2 in 
the Senate. 
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is our business 


Carey FIRE-CHEX ’325 


America’s quality roofing for quality homes 


One of the premier products of Carey 
research, the Fire-Chex Shingle is funda- 
mentally different from any other kind of 
roofing material. A patented, reinforced 
asbestos-plastic blanket of virtually inde- 
structible Carey asbestos fibre is inter- 
laced and bonded together with Carey 
thermoplastic asphalt to form the 
toughest, strongest and most colorful 
roofing shingles ever developed. 


Fire-Chex Shingles have withstood hurri- 
canes and hailstorms in all kinds of 
climates and have come through these 
severe weather conditions without damage 
even though all other types of roofing 
failed. 

Carey Fire-Chex ’325 Shingles were the 
first composition roofing shingles to be 
granted the Underwriters’’ Laboratories 
CLASS “‘A”’ Fire Safety Rating and this 
“best in fire protection”’ rating is periodi- 
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cally confirmed by tests made by the 
Laboratories. 


But these quality roofing shingles have many 
other features of importance to the builder 
of quality homes @ colors coordinated by 
Howard Ketcham, Inc., a leading American 
color consultant. ™@ size, shape and colors 
approved by leading architects. M Carey Sta- 
Seal® tabs which seal the roof instantly on 
pressure contact, assuring immediate pro- 
tection from wind and storm. @ exclusive 
25-year bond which assures complete 
protection. 


Truly the quality roofing shingle for 
quality homes, the Carey Fire-Chex ’325 
Shingle is a nationally- distributed product 
which can always be featured in merchan- 
dising and promotion because knowledge- 
able homebuying prospects recognize its 
true value. Be sure to get full details of 
its value to you in quality homebuilding. 


BUILDING PRODUCTS MERCHANDISER 
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architects have Fair Trade. 

“If something is not done for the 
retailers, big outfits will come in and 
sell their own products retail. I think 
a Fair Trade law would have to regu- 
late profits somewhat.” 

Hardware aid. A return to fair 
trade pricing would be welcomed 
warmly by Anthony Balzebro, presi- 
dent of Allied Lumber & Supply in 
Miami, Fla., and Lawrence Peacock, 
president of Peacock Lumber & Sup- 
ply, also of Miami. 

Both executives said that fair trade 
pricing would help increase hardware 
sales. Each would be willing to stock 
more hardware items if they had fair 
trade prices. 

“At times one can buy hardware 
and paint cheaper at retail than from 
the wholesaler down here,” added 
Peacock. “Fair trade would offer pro- 
tection to the retailer.” 

Neither dealer has any objection to 
relinquishing the right to set their 
own prices under fair trade legisla- 
tion. 

Allan Munro, owner of Magnolia 
Lumber, Seattle, said he is definitely 
in favor of fair trade laws. 

“Published prices on merchandise 
has more acceptance from the public 
than prices set by the retailer. Also, 
fair trade prevents the use of a brand 
name being used as a loss-leader or 
come-on.” 

Melbourne Romney, Sr., president 
of Romney Lumber Co., Salt Lake 


City, Utah, puts himself in the pro- 
fair trade group. 

“If you have a controlled price, the 
retailer has to sell it at a reasonable 
price. I think price control—in the 
form of a fair trade law—from dis- 
tributor to customer is a good thing,” 
he said. 

Fair-traded lumber. John Waldner, 
Sr., owner of Waldner Lumber Co., 
Philadelphia, would like to see fair 
trade prices for lumber. 

“I think people would get quality. 
The public would get a better deal,” 
he said. 

“Fair trade would prevent dealers 
from selling low-grade materials for 
top-grade prices,” Waldner said. He 
explained that a customer may go 
into some yards today and ask for 
No. 2 grade lumber, but receive No. 
3 and not know it. Under fair trade 
this would not happen, he said. 

Many dealers are torn between 
the right of a retailer to set his own 
prices and the problem of large op- 
erators slashing prices. 

For instance, Melvin Kaplan, man- 
ager of Westchester Square Sash & 
Door Co., Bronx, N. Y., is against 
legislation that would force retailers 
to sell an item at an inflexible, pre- 
set price. 

“But flexible prices should be set 
so that the small and medium sized 
business can make a fair profit,” he 
said. 

“Although I do not favor legisla- 


tion which would make it possible to 
compel retailers to sell at specific 
prices, I am in favor of some type of 
minimum pricing law,” said Jack Eyer- 
man, president of the Covington (Ky.) 
Lumber Co. 


“A fair trade law would definitely 
hurt the larger retailers who are able 
to buy in large quantities at a better 
price than their smaller competitors,” 
he said. 

Good and bad. Several dealers said 
that fair trade might be good on some 
products, but not on others. “On any 
highly standardized product, it would 
be good,” said Ed Sapperstein, co- 
owner of Conshohocken Penna. Ply- 
wood Co. But he did not think that 
any lumber mill would use fair trade. 


Down in Atlanta, Luther Randall 
Jr., vice-president of Randall Brothers, 
Inc., said he would be against the 
principle of “somebody else fixing 
everything we can do.” “But,” he said, 
“I can think of some items we sell 
which I wish someone could set a 
price that would include a decent 
profit.” 

Randall believes that the wide vari- 
ety of grades, sizes and other char- 
acteristics of lumber and_ millwork 
would make fair trade pricing diffi- 
cult to devise and enforce. On the 
other hand, he said, such a pricing 
system could be used for such mate- 
rials as wallboard. 
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Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE ——- HEMLOCK 
"JUST A FRIENDLY REMINDER To SUGGEST ‘SCOTCH’ DEFEND YOUR TRADE WITH 


BRAND MASKING TAPE WITH EVERY PAINT SALE, FILBERT!“ 
MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 


Mitanesora )/finine ano )ffanuracrunine company 
eee eee ' I H ie 
+ WHERE RESEARCH IS THE KEY TO TOMORROW ied QUAL 
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“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Poul 6, Minn, 





THE PHILIF AREY MFG. ( MPANY, LOCKLAND, CINCINNATI 15, OHIO « BETTER PRODUCTS FOR BUILDING SINCE 1873 
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Here is » CERAMO Clapboard with its 
long, narrow panels recapturing all the charm and beauty 
of traditional clapboard, yet with outstanding features 
that other sidings cannot match. 


What is it about Ceramo Clapboard that makes it so desirable 
for quality homebuilding? 


@ Ceramo Clapboard is easy to apply, and the wide choice of 
colors offers variety in planning for groups of homes. @ Ceramo 
Clapboard is characterized by a permanent ceramic-type finish 
with non-fading, baked-on colors. @ Ceramo Clapboard will not 
shrink, swell, burn or rot—is termite-proof. HM Ceramo Clap- 
board’s smooth surface is easily washed with ordinary household 
detergent and water—no painting necessary. 


CAREY CERAMO Clapboard is made of Portland cement 
and inorganic asbestos fibre which is autoclaved to assure 
dimensional stability. The result is a distinctive exterior wall 
material of the very highest quality and attractiveness. Ceramo 
Clapboard is described in a full-color Bulletin No. 6392-A Write 
for a copy today or consult with your Carey Representative 
for further details. 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 





A Push Button Opens New 
Type of Jalousie 


Called Touch-O-Matic, a new type of 
aluminum jalousie opens automatically by 
use of a push button. A light touch of 
the little gold button located about the 
middle of the jamb instantly opens the 
window, top to bottom, with no dead 
louvers. The jalousie operates mechani- 
cally. There is no battery, no motor. No 
accessories or outside attachments are 
required, maker states. 

Market data. The push button is in- 
stalled at the factory, thereby reducing 
installation time. Louver doors as well as 
windows of all sizes operated by Touch- 
O-Matic push button now are in produc- 


Matching Counter Edgings 
Simplify Installation 


New non-drip counter edging to match 
all plastic laminate patterns is available. 
Known as Kalwood molding (clamp- 
down CD), it is made of extruded alum- 
inum to which is bonded the matching 
plastic material. It can be supplied to 
match all laminates in the complete 
range of colors and patterns now on the 
market, maker states. 

Market data. The molding simplifies 
all counter installation work. Provided 
in 8’ lengths, it is easily cut to size with 
ordinary tools, then pressed into position. 


Curtis Introduces the 
Golden Maple Door 


A new hardwood maple hollow core 
flush door is announced by Curtis Com- 
panies. Called the Golden Maple Door, 
it incorporates a uniform, light-colored, 
matched, hard maple face veneer on an 
all-wood core. The all-wood ladder core 
is locked securely to the stiles on both 
sides, giving a lifetime strength that will 
absorb ‘hard use, maker states. 

Market data. The Golden Maple Door 
is competitively priced, says maker. It 
also is available with a presealed surface, 


It is available from distributors or direct which reduces finishing costs. Curtis 
from maker. Keller Products, Inc., Dept. Companies, Inc., Dept. AL, Clinton, 
AL, Manchester, N. H. Towa. 
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tion, says maker. Universal Fabricators, 
Inc., Dept. AL, 1805 Boone Ave., Bronx 
60, N. Y. 
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Offers Fascia and Soffit Assembly 

A new all-aluminum fascia and soffit assembly is said to be 
the easiest and most economical method of finishing eaves and 
gable ends. It consists of interlocking batten-type panels with 
built-in, screened, ventilating louvers. Chemically coated and 
painted, the fascia and ventilating soffit system is available in a 
choice of 12 decorator colors. 

Market data. Dealer sales aids include a four-page folder de- 
scribing the construction and installation detail of the new 
fascia and soffit system. Keystone Alloys Co., Dept. AL, Derry, 
Penna. 

Circle No. 204 on Handy Cover Card 


For more facts, use 
handy back cover 
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(For more new products, see page 76) 





August 17, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





How many sales have you missed for 
these nationally advertised DAP products? 





DAP Black-Tite. For 
flashings, concrete, 
roof leaks and other 
tough caulking jobs. 


DAP Rope Caulk. Wonder- 
ful as a weatherstrip and for 
dozens of home sealing 
jobs. 18 ft. or 90 ft. rolls. 


DAP ‘1012’ Aluminum 
Gray Glazing. Matches 
color of aluminum 
sash. No paint needed. 


DAP Kwik-Seal.® Satin- 
white. Seals around 
tubs, sinks or points tile. 


You can’t make full profits unless you stock 
the full DAP line! 


Sure! You make money handling DAP Caulking Com- 
pound and DAP “33” Glazing Compound. But, just as 
surely, you can boost your DAP profits by adding the 
DAP products shown above (plus new DAP Spackling 
Compound) to your stocks. DAP national advertising 
sends you pre-sold prospects for Rope Caulk, Kwik- 
Seal, Black-Tite and “1012”! Dealers who carry the full 
DAP line—and show it—have watched their profits 


Write today for 
catalog and 
details of dealer 


program 


& 
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move up fast. How about you? Shouldn’t you place an 
order now for all the DAP products that MILLIONS 
will see advertised in top national magazines? Call your 
DAP wholesaler. Ask for details about special new 
dealer display kits, too. 


DICKS-ARMSTRONG-PONTIUS, Inc. * Dayton 31, Ohio 
Factories in: Dayton, Ohio « Alexandria, Virginia * Chicago, 
Illinois * Dallas, Texas * Decatur, Georgia * Melrose, Massa- 
chusetts * Richmond, California * Tampa, Florida * Xenia, Ohio 


Nationally advertised to millions in: 
The Saturday Evening Post * Mechanix Illustrated 


Popular Mechanics * Sunset * The Family Handyman 
Home Maintenance & Improvement 
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WELLS 
THRESHOLDS 


a demand product 
wherever building goes on! 


Universally accepted by the new build- 
ing as well as the remodeling industries, 
aluminum thresholds now offer an im- 
portant new profit opportunity to the 
building supply dealer. Easily inven- 
toried, they offer a big volume potential 
with comfortable profit margins. And 
you'll discover, too, a healthy market 
in the do-it-yourself handymen. 


A COMPLETE LINE FEATURING 
WELLS VINYL INSERT MODEL 


trap dirt or water. 


As one of the nation’s leading produc- 
ers of quality aluminum thresholds, 
Wells offers a broad line that’s complete 
enough to fill all building requirements, 
yet compact enough to eliminate inven- 
tory problems. The Wells line is so 
practical because it was developed in 
close cooperation with leading builders 
and architects. Each threshold comes 
individually packaged with mounting 
hardware and how-to-install booklet. 
They are available in standard lengths 
and in lineals for custom installations. 


Mail Coupon for Full Details! 


VV 


WELLS ALUMINUM CORPORATION 
North Liberty, Indiana 


+ Age oe ts 4s pte algal tet ee 
; Wells Alumi Corporati 

North Liberty, Ind. 

Please send descriptive aluminum thresh- 
old brochure. 





Name 
Address 
Sa State 
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NEW PRODUCTS 


(begins on page 74) 





Introduces the Red Seal Anchor 


Diamond Expansion Bolt Co. now is 
offering a new machine screw anchor 
with a thin, tough, red fibre disc in- 
serted in the bottom of its calking an- 
chors. These discs are inserted at the 
factory. The red spot enables workmen 
to quickly identify the bottom end. The 
anchors are excellent for light loads, 
fragile masonry and light vibration con- 
ditions, it is said. When machine screws 
are inserted full length the thin red disc 
is pushed out. The anchor has been 
aptly named Red Seal. 

Market data. At present jobbers are 
stocking Red Seal anchor in %4” x 20 
size. Other sizes soon will be available. 
Packaged in boxes of 50 and 100, Red 
Seal anchors are available from hard- 
ware distributors and mill supply 
houses. It is primarily an item for con- 
tractor sale. Diamond Expansion Bolt 
Co., Dept. AL, Garwood, N. J. 
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Lawn Protection System 


New Rain-X-It, a tough polyethylene 
tubing, attaches to a downspout in sec- 
onds. It helps to protect homes by drain- 
ing away excess rain and retards down- 
spout erosion in lawns, lets water seep 
into the ground to help guard the foun- 
dation and prevents basement flooding, 
maker says. The black polyethylene 
tubing is 8” in diameter, 66” long and 
is scientifically pierced with openings to 
permit water to soak the ground. Its 
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rustproof stainless steel universal size 
collar tightens with an ordinary screw- 
driver. Rain-X-It can be attached or re- 
moved from downspout elbow in 30 sec- 
onds or less. 

Market data. Available now from 
wholesale hardware and garden supply 
houses, Rain-X-It is primarily an item 
for consumer sale. Suggested retail price 
is $2.95 per unit; the retail markup on 
cost is 40%. It is packaged 12 units per 
one display carton; two display cartons 
per one shipping carton. Minimum dol- 
lar investment for a dealer is $21.24 for 
one carton. Sales aids include catalog 
pages and ad mats. Cooperative adver- 
tising allowances also are available to 
dealers. Arvey Corp., R-V-Lite Div., 
Dept. AL, 3500 N. Kimball Ave., Chi- 
cago 18. 
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Deft Wood Finish in Spray Can 


Deft Wood Finish is now available in 
a 16-ounce aerosol spray can. The spray 
can application is recommended for 
touch-up and for small furniture pieces 
where brushing is difficult: turned legs, 
carved details, picture frames, shutters, 
drawer interiors. Deft spray also simpli- 
fies the application of a protective coat- 
ing on interior brass hardware, trophies 
and metal planters. 

Deft is a complete interior wood fin- 
ish in one can. It seals, primes and 
finishes. 

Market data. An item for both con- 
sumer and contractor sales, Deft Wood 
Finish in a spray can is available from 
850 lumber, paint and hardware dis- 
tributors. Suggested retail price for the 
can is $1.95; dealer discount is 40%. 
It is packed 12 spray cans to a case. 
Minimum dollar investment for a dealer 
is $14.04 for a case. Sales aids include 
window decals, counter displays and 
literature. Cooperative advertising al- 
lowances also are available to dealers. 
Desmond Bros., Dept. AL, 1826 W. 
54th, Los Angeles, Calif. 
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Introduces New Hood Line 


NuTone, Inc., announces a new range 
hood series, called the Selecta-Matic. 
The same slim, graceful hood accom- 
modates three different hood fans; a de- 
luxe unit, a standard unit or a wall fan. 
Each power unit is prewired, ready to 
plug in. Extra large filters are easy to 

(continued on page 78) 
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DEKKER-BRISH MILLWORK COMPANY, DOLTON, ILLINOIS 


Cuts storm door costs 25% with 


Wells Lineal Fabrication Program 


One of the midwest’s leading millwork supply houses, 
Dekker-Brish serves about 550 building supply dealers. 
Until encountering the Wells lineal fabrication program, 
this fast-growing distributor had concentrated storm 
sash and door activity exclusively on wood. Today, 
using Wells extruded aluminum lineals, and manufac- 
turing their own product, Dekker-Brish have added a 
profitable aluminum storm door line. They are realizing 
a 25% savings over buying finished units for resale 





WELLS 








WELLS ALUMINUM CORPORATION, North Liberty, Indiana 


MAIL TODAY 
FOR COMPLETE 
; DETAILS! 
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Chuck Brish, Howard Dekker 


because they eliminate most of the mark-up for mate- 
rial, labor and overhead normally charged by the manu- 
facturer. In addition, they are producing a superior 
product that is finding even greater dealer and consumer 
acceptance. “Distributor fabrication,” states Mr. Brish, 
“is the only realistic basis on which a millwork jobber 
can become competitive in the aluminum storm door 
and window field.” Their case is typical of more and 
more distributors who are discovering the advantages 
of lineal fabrication with the Wells system. 


Inexpensive Tooling, Trained Factory Assistance 


You'll be amazed at how economically you can get started 
with the Wells program. Wells will supply the necessary 
tooling, and send an experienced field sales engineer to put 
your fabricating operation in motion. In addition, Wells 
gives you strong promotional and merchandising support in 
your own local trading area. If you are currently handling 
storm sash and doors, or plan to do so, you'll find it will pay 
handsomely to look into the Wells program. If you can’t 
fabricate but are interested in a dealership, check the coupon 
below and see how a local Wells fabricator can help you. 


@eeeeeeeceoeoeeeeeeeeeeeeeeeeeeaeaeeees 


Wells Aluminum Corp., 


830 Henry St., 
North Liberty, Indiana 


0 dealership. 


Gentlemen: Of course I'm interested in savings such 
as these. Please rush full details on 0 fabricating 





Name_ dain 
Address__ — 
City... State 
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remove and wash like a dish, maker says. 
NEW PRODUCTS Selecta-Matic reaches all the way over 

é the front burners. It is a full 21” from 
(begins on page 74) wall to the front of the hood. Dials on 
the control panel regulate the four- 
speed fan and two non-glare lights. 
Power units are concealed within the 
hood and do not protrude below or into 
the cabinet space above. 

Market data. The Selecta-Matic is 
available in copper anodized aluminum, 
satin anodized aluminum, stainless steel, 
copper enamel or antique copper enamel. 
Widths are 30”, 36”, 42” or 48”. List 
prices: $19.75 to $61.25; power units are 
listed at $33.95 to $51.95. NuTone, Inc., 
Dept. AL, Madison & Red Bank Roads, 
Cincinnati 27, Ohio. 

Circle No. 208 on Hondy Cover Card 








Paint Roller Takes Dip and 
Drip Out of Painting 


P - A new type of paint roller with an au- 
S im Om sa tomatic paint supply is designed to sim- 
plify most any exterior or interior paint- 
ing. Named the Roll-O-Matic, the roller 


ss ” : 4 
47 YEARS eliminates tiresome dipping into the 
paint job. The Roll-O-Matic has a 7” 
ge wide lamb’s wool roller that is fed a 


constant and even flow of paint from a 
quart-size unbreakable plastic squeeze 
bottle. A gentle squeeze is all that’s nec- 
essary to keep the lightweight unit doing 
a professional job, maker says. 

With the roller are two interchange- 
able tubes for oil, water or rubber-based 
paints. 


8 ee = ; 
Specializing in Market data. Suggested retail price of 


the Roll-O-Matic paint roller is $5.95; 


retail markup on cost is 334%. Avail- 
able now from paint and wallpaper dis- 
tributors, it is an ideal item for sale to 
do-it-yourselfers. Minimum dollar invest- 
ment for a dealer is $3.98. Portable 


Electric Tools, Dept. AL, 320 W. 83rd 
St., Chicago 30, Ill. 
Circle No. 209 on Handy Cover Card 
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DFPA and CERTIFIED 


GRADE STAMPED 
STRUCTURAL SHEATHING 


~ add 
Sales Agents for 


HARDEL MUTUAL PLYWOOD COMPANY 
HUB CITY PLYWOOD COMPANY 


TACOMA—P.O. Box 1589. Ph. MArket 7-4108 
CHICAGO 38, I11.—4900 S$. Merrimac Ave. 
KANSAS CITY 8, Mo.—1525 W. 31st St. 

ST. PAUL 14, Minn.—2235 Territorial Road 
BALTIMORE 31, Md.—1407 Fleet St. 
ELIZABETH, N. J.—P.0. Box 244 Guard for Roof Gutters 


Dee ee Clogging of roof gutters by — 
twigs and leaves is eliminated by a 
CARLOADS FROM MILL LUMBER AND LUMBER PRODUCTS new plastic guard, maker states. The 
TRUCK SHIPMENTS MOULDING CUT TO SIZE new design is based on a tube-like sec- 
FROM BRANCHES INDUSTRIAL PLYWOOD tion, split down one side. When laid 
USUAL DISCOUNTS CUT DOOR STOCK AND lengthwise in the gutter it forms a tun- 


TO QUALIFIED DEALERS STOCK MILLWORK nel. The gutter guard sheds air-borne 
litter in the same way as a peaked roof, 


l (es CUT STOCK e MILLWORK maker explains. When installed, the 
L (continued on page 80) 
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n52 CONOLITE’S 


Big, national advertising program 
pre-sells do-it-yourselfers and homeowners for you! 


aa 





A huge audience of Do-It-Yourself homeowners 
across the nation will see Conolite in a dramatic full- 
color ad in American Home, striking two-color ads in 
Popular Mechanics, House Beautiful, Living for 
Young Homemakers and Sunset. Permanent Conolite 
beauty and protection as well as economy and ease of 
application will help pre-sell this comes-in-a-roll 
plastic laminate for dealers everywhere. 


Display and dispense Conolite—in rolls on wonderful 
new Roll-a-mart. Conolite in rolls . . . easy to apply, 
now easier to sell. Stock Conolite now, in time for your 
share of big ’59 sales! 


CONTINENTAL (C, CAN COMPANY 


CONOLITE DIVISION 
WILMINGTON, DELAWARE 
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NEW PRODUCTS 


(begins on page 74) 





guard arches high enough above the 
gutter edges to provide a natural slope. 
Water flowing down over the guard en- 
ters the gutter through ports formed by 
scalloped edges around the tube’s open 
side. 

The guard is rustproof, easily flexed 
in installation and can be cut to length 
with a pocket knife. No clips or other 
hardware is required for installation; 
sections are simply laid end to end. 

Market data. The guard retails at ap- 
proximately 35¢ per foot. It is available 
in standard 7’ lengths. Made of Du 
Pont Alathon polyethylene resin, it is a 
product of the Jo-Li-Et Gutter Gard 
Corp., Dept. AL, Glenbrook, Conn. 

Circle No. 210 on Handy Cover Card 





Has Split-Level Electric Oven 


Preway’s new model, split-level elec- 
tric Wallchef is entirely automatic. It is 
capable of turning out a full meal, in- 
cluding baked dessert, with its two 





call Farad for 


WEST 
COAST 


(Qual ty 


(gntrolled 


LUMBER 


TARTER, WEBSTER & JOHNSON 


ARE MANUFACTURERS AND DISTRIBUTORS OF 


Sugar and Ponderosa Pine 
Shop and Selects 

Sugar and Ponderosa Pine 
Boards 

Douglas and White Fir 
Shop and Selects 

¥ Douglas and White Fir 
Dimension and Boards 

V incense Cedar Boards 

Redwood Commons and 
Selects 

- Ponderosa Pine and Fir 
Mouldings 


V Readymade Fence 


TW&J sawmills manufacture lumber products 
from six Western Woods. To give the trade 
complete one-call service on all West Coast 
lumber products TW&J have buying offices 
in producing areas to handle the cut of 
additional major Pacific Coast sawmills. 


1960 is TW&J's 50th YEAR in the LUMBER BUSINESS 


Tarrer.Wesster & Jounnson., ive. 


Circle No. 103 on Handy Cover Card 
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ovens and clock controls, says maker. 
Another important feature is the rotis- 
serie unit, which can be operated in 
conjunction with the automatic temper- 
ature control, if desired. 

The upper oven is giant size, con- 
taining 5,635 cubic inches, with 3,000 
watt broiler and 1,800 watt bake ele- 
ments. The lower oven, with 1,800 watt 
bake element also is a roomy one. 

Market data. The overall size of the 
new oven is 4034” high, 2244” wide and 
25” deep. It is available in copper, stain- 
less steel and four porcelain colors. Its 
list price is $271.95. Preway, Inc., Dept. 
AL, Wisconsin Rapids, Wis. 

Circle No. 211 on Handy Cover Card 


Cabinet Conceals Wastebasket 


A hardwood base cabinet which con- 
ceals a large plastic wastebasket has 
been introduced in its Series M500 
line by Mutschler Brothers. The hard- 
wood unit is 18” wide, 24” deep and 
34%” high. It has a shallow drawer. 
The wastebasket is 11” wide x 15” deep 
x 20” high. Easily removable, the con- 
tainer is suspended on a slide attached 
to the back of the cabinet door. The 
basket is sturdy enough for collection 
of bottles and cans. A lid is included. 

Market data. The wastebasket base is 
available as one of the many storage 
units offered in a Mutschler kitchen. 
Mutschler Brothers Co., Dept. AL, 
S. Madison, Nappanee, Ind. 

Circle No. 212 on Handy Cover Card 


Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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new SALES AIDS 


wide. It is attractively finished in slate 
blue lacquer. Hangers are provided on 
the back so that it may be hung on the 
wall, if desired. In this case, the remov- 
able two front legs are omitted. National 
Gypsum Co., Dept. AL, 325 Delaware 
Ave., Buffalo, N. Y. 
Circle No. 214 on Handy Cover Card 


Miniature Chopping Block 


A handy, small chopping block just 
over 5” square is an ideal size for chop- 
ping tomatoes, garlic, onions or trim- 
ming toast. Called the Miniature Chop- 
N-Block, it is an ideal landing place for 
hot dishes, too. Just the right size for 
individual use at the table, it has legs to 
protect the finest table-top finishes. 


Market data. Chop-N-Block is made 
of Rock Maple strips laminated into a 
heavy chopping block more than 1” 
thick. Its compact size makes it an ex- 
cellent premium or gift item. A combi- 
nation set, including the Miniature 
Chop-N-Block and a larger 11” x 11” 
Chop-N-Block, also is available. Rock 
Maple Products, Div. of Air Control 
Products, Dept. AL, 
Mich. 

Circle No. 213 on Handy Cover Card 


Coopersville, 


Promotes Decor Tile and Plank 


A new merchandising unit promotes 
recent additions to National Gypsum’s 
line of insulation board Decor ceiling 
tile and wall plank. It displays 12 sam- 
ples of tile and plank and it holds a 
Decor-Selector with full-page illustrations 
in full color so that the home planner 
may see exactly how any combination of 
ceiling tile and wall plank looks. 

The entire unit is 6’ high x 2%’ 


Drafstop Demonstrator 
A counter demonstrator measuring 
6%” x 8%” is designed to expedite the 
sales of the Drafstop line of weather- 
stripping and door bottoms. The demon- 
strator is offered free to dealers stocking 
the products. Self-selling product fea- 
tures are decaled on the working model 
to allow the customer to see and to try 
(continued on page 82) 





ALWAY'S AHEAD OF THE FIELD! , | 


T /mprovement in 
" iain Siding... 


= 43 NEW IMPROVEMENTS FOR 
PRODUCT BETTERMENT! 


0 New! Copper-Seal Finish 
Protection where the Eye 
Can't See! 


v Available in a large variety of 
© New: Factory-Notched Ends 5 gu7)FUL FIRE-BAKED COLORS 


Saves on-the-job cutting. 
Saves Labor, Time and Costs. e BLUE e GREEN ¢ WHITE 


e PINK e GRAY e BROWN 


© New! Pre-punched Nail Holes © New! Weep-Holes e YELLOW e DARK GREEN 
The applicator’s delight... Completely minimizes condensation. e IVORY ¢ DARK GRAY 


Easy Installation! Sa CORAL e BARN RED 
a ° 7 2 7 ae 


WAKES OVER 500 COLOR COMBINATION 











For a complete line of Aluminum 
Siding always ask for KOVER-LUM! 


KOVER-LUM Vertical... Fulfills 
architects’ latest designs. 

KOVER-LUM Embossed . . . For 
strength. Excellent for hail- 
storm areas. 


KOVER-STONE . . . Genuine IN- 


WEATHER-TIGHT... 





s = 6 
WITH OR WITHOUT BACKER BOARD 


A FULL LINE OF SALES AIDES... 


AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “PITCH-BOOK” - bonded into ONE piece DIVIDUAL pre-cast stones .. . 
DESIGNED TO SELL! ready to nail! Covers any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACE FRANKLIN PARK, ILL. Gladstone 5-7200 





= 
KOVER-LUM Insulated .« . 
With weatherboard attached 
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NEW SALES AIDS 
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the complete weatherproofing action of 
the weatherstripping and door bottom. 
An additional mobile sample of weather- 
stripping fastened to the side of the 
demonstrator proves the non-absorbing 
of polyvinyl foam used in the product. 
After 24-hour dye immersion, the foam 
retains no moisture or color within the 
cells. 

The Drafstop weatherstripping and 
Drafstop door bottoms are individually 
sleeve packaged and units contain all 
the necessary materials for one door. The 
weatherstripping self-service display car- 
ton contains 15 units. Suggested retail 
price is $1.95 per kit. The door bottom 
display carton has 10 units. Suggested 
retail price is $2.95 per kit. The Roberts 
Co., Dept. AL, 600 N. Baldwin Park 
Blvd., City of Industry, Calif. 

Circle No. 215 on Handy Cover Card 
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Plast-O-Pane Merchandiser 


A new Plast-O-Pane counter merchan- 
diser now available holds two rolls of 
the heavy-gauge polyethylene film. One 
roll of the 36” wide transparent plastic 
is 100 yards long; the other roll of 72” 
material is 50 yards long. Both of the 
rolls may be dispensed direct from the 
merchandising unit, maker announces. 
Suggested retail price of Plast-O-Pane is 
only 18¢ per square yard. Warp Bros., 
sg AL, 1100 N. Cicero Ave., Chicago 

Circle No. 216 on Handy Cover Card 


Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 
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Suggests Uses for New Shelving 


New hardware shelves set up on the 
maker’s adjustable brackets are featured 
on a new display unit offered free with 
an initial stock order of $100. The mer- 
chandise consists of three shelves with 
all necessary brackets and channels. An 
extra pair of a two-shelf bracket and 
channel units show how adjustments to 
varying heights are made. The shelving 
is shown in three ways, sanded smooth 
ready to finish and finished in walnut 
and blond. 

The unit, complete with merchandise, 
on its own floor stand may be purchased 
alone for $15, f.o.b. factory. Dennix 
Products Co., Dept. AL, 33-04 Downing 
St., Flushing 54, N. Y. 

Circle No. 217 on Handy Cover Card 


Has Pilfer-Proof Packaging 


Arrow Fastener Co. announces new 
skin-packaging for its T-50 Staple Gun 
attachments. Each nutchanatabs slip- 
on attachment, including a wire attach- 
ment, screen attachment, window shade 
attachment and the SL-50 Staple Lifter, 
now is individually mounted and pre- 
packaged on a colorful display card car- 
rying its own sales message. 

Designed for self-service sales, the 
3%” x 6” cards are the ideal size to dis- 
courage pilfering and are conveniently 


August 17, 


slotted for wall or perforated hardboard 
display, maker states. Attachments and 
staple lifter retail for $1 each and are 
packed six to a box, three dozen to a 
carton. Arrow Fastener Co., Dept. AL, 
One Junius St., Brooklyn 12, N. Y. 
Circle No. 218 on Handy Cover Card 


A Merry-Go-Round Rack 


A new sign display rack for use with 
its new Futura line is announced by Hy- 
Ko Products Co. It also will hold the 
maker’s Reflecting signs. Its 20 high- 
visibility wire compartments hold up to 
two dozen signs each. The rack, which 
revolves, is offered free with five dozen 
Futura signs or 10 dozen Reflecting signs. 
Hy-Ko Products Co., Dept. AL, 6813 
Wade Park Ave., Cleveland 3, Ohio. 

Circle No. 219 on Handy Cover Card 


Bostitch Offers a Tool Display 


Among free merchandising aids an- 
nounced by Bostitch is an attractive wire 
rack counter or wall display for selling 
or renting tools. Handy for dispensing 
how-to booklets and rental forms, it is 
available complete with a _ replaceable 
three-color poster, rental forms and in- 
structional booklets. An optional you- 
can-rent-them-here insert card also can 
be ordered with the unit, Bostitch, Dept. 
ag 2010 Briggs Drive, East Greenwich, 


Circle No. 220 on Handy Cover Card 
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1.90 BLADE K 


You just can’t beat this deal! Here’s the 
W | TH NEW fastest selling jig saw on the market— 


the one that broke all sales records 


this spring. Now, add to it this special 
free offer—$7.50 Blade Kit—and you 
have the greatest tool value of the year. 

With 9 different wood and metal cutting 
blades, the No. 21285 Blade Kit comes 


attractively packaged with each Model 
514 Jig Saw. Just order Jig Saw at 
the regular $47.50 price (less your full 
discount) and receive special Gift Pack 
with free $7.50 Blade Kit. 


free 73 BLADE KIT 


Packed with each Gift Pack is an atten- 
tion-getting easel display card to hold 
the blade kit—and a handy, postage 
free, business reply card for ordering a 
acaeun complete promotional package including 
Hibie Gane window streamers, local ad mats and en- 
Sept.1—Dec. 31,1959 velope stuffers is also enclosed. 
Your Skil representative or wholesaler 
has the facts—but hurry, this offer ex- 
pires December 31, 1959. 


SKIL Corporation, 5033 Elston Avenue, Chicago 30, Illinois 


August 17, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER Circle No. 105 on Handy Cover Card 83 





Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 
Rates: 
1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 
3 Times—25c per word for each consecutive 
insertion, Minimum charge of $1.25 


per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 
No agency commission or cash discount 


allowed. 
All ads for classified section must be in Pub- 


lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED 








HELP WANTED: Manager-Lumber Yard- 
West Coast Florida. Salary, Profit sharing. 
Age 35 to 40 years. Write all details to Box 
J-29 American Lumberman & Building 
Products Merchandiser. 


BUILDING MATERIAL SALESMEN 
Men experienced in either lumber or con- 
struction to sell direct mill shipments West 
Coast, Rockey Mountain and Southern 
Lumber, Plywood, Millwork and other build- 
ing material to construction and industrial 
consumers. Must be ambitious and capable 
of selecting and training others as sales area 
is expanded along with Sales Volume. In 
application give complete educational and 
employment history. Write Box J-36 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 


Wanted: 2 experienced salesmen by old es- 
tablished wholesaler operating distribution 
yard in rich territory carrying lumber, 
mouldings, trim, plywood, and building ma- 
terials and making direct shipments. Be- 
cause of diversified line can make attractive 
proposition to producers. Address Box J-37 
American Lumberman & Building Products 
Merchandiser. 





SITUATIONS WANTED 











MANAGER AVAILABLE. Seven years ex- 
perience assisting manager $1,000,000.00 op- 
eration. Two years experience developing 
and managing pre-fab house operation. Thir- 
ty house ri year volume. Thirty years old, 
married, B.S. in Industrial Management, vet- 
eran. Resigning due to blocked progress in 
family corporation. $7,500 required. Address 
Box J-39 American Lumberman & Building 
Products Merchandiser. 
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SITUATIONS WANTED 








WANTED: One lumber yard that needs a 
wide-awake experienced man who can as- 
sume all management, sales and purchasing 
responsibilities and make the business 
GROW! Will set up oe building or- 
ganization, models, financing, sales and con- 
struction of shell or complete homes as 
additional income producer, on salary and 
participation basis. Prefer Northern N. J. or 
metropolitan Y. area, but will re-locate 
anywhere for right opportunity. Address Box 
J-35 American Lumberman & Building 
Products Merchandiser. 





Young married yard superintendent with 
seven years experience in estimating, sales- 
work, —a up precutting lines, and han- 
dling men, desires position as assistant man- 
ager with a future. Have scored grade A in 
several university extension courses. Would 
like position in western part of U.S. Address 
box J-40 American Lumberman & Building 
Products Merchandiser. 





SALES REPRESENTATIVE 
WANTED 











LUMBER SALESMAN 
Well Established No Yard Lumber Whole- 
saler has openings in Chicago, Northern 
Illinois, and Milwaukee Areas. Exclusive 
Territories with Limted Travel required. 


An Excellent Opportunity for Established 
Salesman desiring a change. 


Our Employees know of this ad. 

All replies Confidential to Box J-33 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 


Give Personnel Background and Experience. 
First Reply. 





BUSINESS FOR SALE 














FOR SALE: Lumber, Siding _ehactel, 
int and hardware, small A town. 
rossing average $100,000—2 buildings, good 

inventory, going concern. Excellent buy, 

some financ available. Address Box G-51 

American Lumberman, Inc. 





FOR SALE: Well established saw repair 
and Sales business (ircluding 6-room house) 
in heart of Edmonton, Alberta, Canada, city 
of 275,000. Well equipped shop. Grosses 
around $22,000 without advertising. Nets 
over $7,000 yearly. Customers throughout 
Alberta, many in British Columbia. Agent 
for well-known saw factory. Inventory 
around $6,000. Property appraised at $20,000 
without house. Owner desires retire account 
age. Wonderful opportunity for right man. 
Need $18,000 cash. Balance payments. Ad- 
dress Box J-32 American Lumberman & 
Building Products Merchandiser. 


For Sale: Nebraska County Seat yard in 
newly irrigated area. Ten year average 125,- 
000. Excellent location, clean stock. Address 
Box J-38 American Lumberman & Building 
Products Merchandiser. 


FOR SALE: Retail Lumber Store and Yard, 
34 of million volume, Can be increased, 
Finest location, Main highway, 5 miles east 
of Buffalo, Fastest growing suburban area, 
Lease or sale. Inventory and equipment can 
be financed. Small investment can handle. 
Large parking area. Address Box J-34 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 


LUMBER & DIMENSION 
WANTED 











FOR SALE! FOR PENNIES! 

two cars of 6’ S2S used Oak stacking sticks 
guaranteed 100% usable 4¢ each fob mill. 
Please phone or wire your order. Gaiennie 
Wholesale Lumber, Box 1774, Shreveport, 
Louisiana. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





SELL WEATHERSTRIPPING. Exceptional 

Profit. All-metal, simple to install. Write 

ae (52), 1009 Harvard Terr., Evanston, 
nois. 





BUSINESS OPPORTUNITIES 











AN EXCELLENT OPPORTUNITY in a ver 
active and growing community. Will sell 
my share in a profitable going retail Lumber 
Yard. Established 20 years ago. Will involve 
$35,000. Reason for selling, am past 75 years 
of age, want to retire. Call . C. Hagelin 
at Parkway 4-7728 Watsonville, Calif. be- 
fore 8:00 a.m. or after 5:00 p.m. or address 
P. O. Box 763 Watsonville, California. 


I'm walking 
on 
ar... 


Just had my annual medical check- 
up. (Smart move.) I’m making out 
a check to the American Cancer 
Society, right now—that’s a smart 
move, too. 


Guard your family! 
Fight cancer with 
a checkup and a check! 


AMERICAN CANCER SOCIETY 
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‘Have You Overlooked This’’ 


The nowias manufacturers were carried 
in the A ug 3 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your convenience. Use 
the Handy Cover Card for more information. 


Acme Steel 
Acme idea men help dealers improve han- 
dling of incoming supplies. 
Alsco Aiuminum Siding 
Builder’s Digest of facts about aluminum 
siding and other aluminum building 
products offered. 


Barclite Corp. of America 5 
Translucent Barclite decorative fiberglass 
panels offer a variety of uses for home 
and industry. 
Bennett Mfg. . 37 
Two-way Panel saw cuts panel boards to 
size. 


Campbell-Hausfeld Co. 
= offered on high pressure tank 


Capitol , en Corp. 0 
o new windows from Capitol—low-cost 
single hung window with removable 
sasn and four track slider. 
Chevrolet Div. of General Motors 1 
Chevrolet trucks—the latest in low-cost 
hauling equipment. 
Crestline Co. 
Manufacturer offers details on profit po- 
tential with Crestline windows and doors 


RO ay a ar es 45 
Free literature offered on DeVac Glass- 
Walls, windows, doors, and special prod- 


Write for literature on complete line of 
residential hardware including pushbut- 
ton and turnbutton locks. 

Dodge Reports 6 

Free booklet offered telling how to use 
these reports most effectively. 


Firestone 
Firestone shock-fortified ‘cord gives stam- 
ina and dependability to cut delivery 
costs. 
Ford Motor Co. 
Ford trucks run five days on four days 
oll according to Economy Showdown 
ests. 


Georgia-Pacific 
Complete information and samples offered 
on GPX medium density plastic-faced 


1 

Dependable, smooth cutting hacksaw blade 

is marked for tooth size and what it will 
cut. 


Illinois Lock Co. 

Special offer with order—free Illinois Gli- 
drauilc plus installation price, or mount- 
ed operating display sample. 

International Harvester 21 

New International 560 tractor handles up 

to 6,000 pounds at a time. 


Johns-Manville 1 
New Gold Metallic Terraflex floor tile is 
a gold-studded sales maker. 


Kaiser Aluminum 
Three new aluminum roofing and siding 
products for farm, residential, and com- 
mercial uses. 


Kentile Floors : 
New Hi-Fi paper tile samples end sampling 
problems and allows full line display. 


Libbey-Owens-Ford 

Booklet available containing plans for a 

variety of glass-storage racks. 
Lockwood Hardware Mfg. Co. 

Sample mounts, counter merchandisers, 
and advertising campaigns pre-sell Dor- 
guard chain fastener that unlocks by key 

Louver Mfg. Co. 44 

Illustrated catalog available on LoManCo 

Sk louvers. 
tual Casualty Co. 

Booklet _ guides lumber dealers in buying 

correct insurance protection. 








Macklanburg-Duncan Co. 30 
Complete line of folding and sliding door 
hardware. 
Monsanto Chemical Co. 
Write for list of Penta wood- -treating 
plants in your area. 
Mortell Co. 
Mortite and Foamflex weatherstripping in 
faster-profit packages. 


National Cash Register Co... 
National change computation register does 
the figuring for you. 
Nevamar, Div. of National Plastics .... 7 
Samples of new Venus pattern high-pres- 
sure laminate available from Nevamar. 


Pickering Lumber Corp. : 
Pickering “Gold Medal” pine is unsur- 
—— for built-ins, interior paneling, 
samnd © or sy siding. 
Pittsburgh Plate Glass fou SE 
Pennvernon double strength window glass 
is more brilliant due to special vertical 
drawing process. 


ADVERTISERS’ 


Quaker State Metals Co. 
Free booklet “The Hidden Persuaders” 
ee on residential building materi- 
als. 


Red Cedar Shingle Bureau 
Certigroove Shakes available in a wide 
range of factory-applied colors. 
-W. Sales Co. 


Removable wood windows insure better 
weather protection with natural insula- 
tion. 


Geo. B. Smith Chemical Works 
Smith's plaster colors are limeproof, sun- 
proof, fadeproof and come in a range 
of 18 decorator shades. 
Symons Clamp & Mfg. Co. i 
Complete dealer price information on Steel 
Stake furnished upon request. 


Tennessee Stove Works 2% 
Specifications and descriptive literature of- 
fered on concealed vent gas oven. 


Union Lumber Co. 
Attractive “Noyo Wrap” protects redwood 
from dirt, moisture, and scuffing. 
U. S. Gypsum ’ 
Manufacturer offers information on new 
U.S.G. insulating roof deck. 
U. S. Plywood 
New eldwood super contact cement of- 
fers profit-building 40% discount. 


Western Pine Assn. 3 
Write for information on Lodgepole Pine 


penesne. 
David White Instrument Co. ............ 32 
Catalog and dealer prices available on two 
new instruments in protective fiberglass 
case. 
Wrought Washer Mfg. Co. 1 
Now sell plated washers in compact “Klip- 


INDEX 





Admiral Corporation 
Aetna Plywood & Veneer Co. 
Appalachian Hardwoods 
Behr-Manning Co., Div. of Norton Co. .. 
Bird & Son, Inc. 42 
Borden Co., The 
Bruce Co., E. L. 
Burroughs Corporation 
Buss Machine Works, Inc. 
Carey Mfg. Co., The Philip 
Castle in the Clouds 
Celotex Corp., The 
Cherry River ‘Boom & Lbr. C 
Continental Can Co., Conolite Div. 
Continental Steel Corp. 
Dicks-Armstrong-Pontius, 
Dodge Div. of Chrysler Corp. 
Durham Co., pene 
Dur-O-waL D 

Cedar Rapids ‘Block Co. 
Fordyce Lbr. Co. 
Georgia-Pacific 
Hamer Lbr. Sales, Inc. 
Homasote Company 
Independent Lock Co. 
Inland Steel Products Co. 
Insulite Div., 

Minnesota & Ontario Paper Co. 
Keystone Steel & Wire C 
Major Industries, Inc. 
Marlite Div. of Masonite Corp. 


Masonite Corporation .............+..36-37 
Massey-Ferguson Industrial Division .... 
Menominee — Mills 

Midland Co., The 

Minnesota Adining and Mfg. Co. 
National Manufacturing Co. 

Neils Lbr. Co., J. 

Pacific Lbr. Co., 

Pacific Mutual Door Co. 
Ponderosa Pine Woodwork 

R-B Co., The 

Reflector Hardware Corp. 

Regal Window Products Co. 
Republic Steel Corp., Truscon Div. 
Reynolds Metals Co. 

Roddis Plywood Corp. ... 
Ruberoid Co., The 

Sargent & Co. 

Skil Corporation 

Southeastern Tool & Die Co. 
Southwest Lumber Mills, Inc. 
Sterling Corp., John 

Tarter, Webster & Johnson, Inc. 
Teco-Plywood Group 

Trinity White Cement 

U. S. Aluminum Siding Corp. 
Wells Aluminum Corp. ............++: 76, 7 
Western Veneer and Plywood Co. 
Weyerhaeuser Sales C 
Wood-Mosaic Corp. 

Yuba Power Products, Inc. 
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REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
{ with an 
R-B ROLL-OFF 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 


truck body 


Main Office 





PLYWOOD? 


CALL AETNA 


Phone Chicago — Armitage 6-7100 
AETNA PLYWOOD AND VENEER COMPANY 
1731 Elston Avenue 
Taoliteil-t oan dole Sielae| 


) 


Chicago 22 


Peoria - Indianapolis - Elkhart 


In Wisconsin, The Milwaukee Plywood Company 


Milwaukee and Wausau 
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New Larger Fowler Loader Available 


A Fowler loader with 50% greater 
load capacity, Model DD-44, can be 
used on a six-ton capacity or larger 
lift truck to load 4’x4’ lumber pack- 
ages into double door boxcars or to 
unload them and end-load into stor- 
age bins. A low-mounted boom per- 
mits end of load to swing underneath 
the lift truck forks. 

The new unit is in addition to 
Model SD-22, designed to load 2’x2’ 
packages into single door or double- 
door cars and Model DD-33, designed 


into double door cars. 

Both the new model (pictured, left 
above) and Model DD-33 sell for 
$1,275 each. Model SD-22 (pictured, 
right above) is priced at $950. Signode 
Steel Strapping Co., Dept. AL, 2600 
N. Western Ave., Chicago 47, III. 
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For Details See New 


Inquiry Card on Back Cover 


Aluminum Brick, Concrete 
Block Handling Unit 


The loader-unloader pictured in use 
above provides increased payloads of 
more than 1,000 pounds per load, ac- 
cording to the manufacturer. It can be 
used either on a lift truck or sep- 
arately suspended from a crane. Pal- 
lets can be eliminated by a hydraulic 
gripping device which holds the first tier 
securely, thus forming a platform for 
subsequent tiers. 

All structural members are of Kais- 
er aluminum plate and heavy gauge 
sheet of alloy 5083. Construction is 
both welded and bolted. Schmidgall 
Mfg. Co., Dept. AL, 307 Cass St., 
Peoria, Ill. 


load 3’x3’ or 4’x2’ packages 
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A MEDIUM size, wedge-adjusted planer widely used in 
nearly all phases of the woodworking industry. Equipped with 
sectional feed roll, sectional chip breaker and four driven rolls 
which permit planing pieces of varying thickness without danger 
of kick-back. Has built-in knife grinder, variable speed, instanta- 
neous control of lower rolls, instantaneous micrometer control 
of pressure bar, shearing bor and other highly desirable 
advantages. Sturdy, semi-steel cast frame. Capacity: 24”, 26” 
or 30” x 8”. A precision production machine at moderate price. 


Write for descriptive bulletin — No. 54 


BUSS MACHINE WORKS, INC. 


A Subsidiary of Greenlee Bros. & Co., Rockford, Illinois 
238 EIGHTH STREET Ex. 2-2341 HOLLAND, MICHIGAN 
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RATES from 
$1450 


day, per person, two in room, 
including all three meals 


RESORT HOTEL 


LOOKOUT MOUNTAIN, TENN. 


ENJOY AN EARLY VACATION — 
MOUNTAIN — COOL... sak 


Your whole family will love 
it .. . swim before breakfast, 
sports all day in the sunlight, 
arties before dinner, moon- 
ight dancing at Sky-High 
Patio. Nitely entertainment. 
Planned, supervised children’s 
program. Sitters. Unsurpassed 
meals . . . air-conditioned din- 
ing room overlooks seven 


states. Jack M. Slone — 


Owner management 


* Cuneta 18 
hole golf course 


@ Olympic Swimming 
Pool — sun deck 


®@ 9 hole putting 
®@ Riding ®@ Hiking 
® Tennis @ Archery 


® Gala Entertainment 
featuring big name 
supper club stars 


(o 
Hi. IN THE CLOUD 
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How’s Business ? 





Fall home bulding will be about normal, according to cur- 
rent forecasts, without the slackening almost universally ex- 
pected earlier this year. Failure of Congress and the President gla Hb 
to see eye to eye on a housing bill and FHA running out of 
authority to insure mortgages does not seem to have caused 
any volume loss to the industry. FHA has been issuing 
“agreements to insure” home mortgages; lenders are accept- 
ing. However, if a compromise housing bill is passed and 
signed, these agreements may become illegal; one such bill 
now being discussed contains such a prohibition. 


1 PRODUCTION OF SELECTED CONSTRUCTION MATERIA 


Private home building through July is now reported as 
being 32% above the volume of Jan.-July a year ago. 


The big news this year thus far is the tremendous up- 
surge in home improvement. Government figures avail- 
able at presstime show this is up 20.5% over a year ago, 
and the volume curve is still rising sharply. Home im- 
provement is running fully one-third as large as new 
construction investment in homes. 


Lumber shipments nationally in all commercial species 
are running 9% above a year ago, comparing 29 weeks of 
1959 with the same period of 1958. New orders are 7% 
above, and production is 10% above the 1958 level. 


Changes in the production level of various building ma- 
terials are told in the chart at right, prepared by the National 
Lumber Manufacturers Association, comparing 1956 with 
1947. The chart shows physical volume change, obtained by 
or ree 1956 dollar value to cancel price increases since 
1947-49. 











Index, 1947-49 100 Millions 


140 
WHOLESALE PRICES Commedities other than 2.0 
Farm Products and Foods NEW PERMANENT NONFARM DWELLING 


oes UNITS STARTED (privately owned) “ 


a 


—. 











ao 





Poon, 





* Seasonally adjusted, 
at annual rates 
partir tertoprip tipi tise titi pi tite 


1956 er 1966 1960 1956 1957 1958 1959 


























VOCE RUR ESOC UEEE RECUR SOUEEEUCHUEEROREEReanaeaee 








(Chart: from U. S. Dept. of Commerce) 


Sales Pulse 


Marketing Regions (see mop page 88) 


Zone 1 Zone 2 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle East North East South West North West South Mountain Pacific 
Atlantic Atlantic i Central Central Central Central 
Sales: pe 4 vs. +10% +10% +10% same same +10% +10% +40%, 
uly * ‘ 
7 months '59 vs. + 5% + 5% —15% same 430% —15% 410% 425% 
7 months ‘58 
Accounts receivable: July 31, same +10% same + 5% +25% —25%, +10% +15% 
"59 vs. July 31, '58 
pete: July 31, \ same +10% — 5% +10% +10% + 5% +-10%, +15% 
uly 31, '58 
Last quarter's sales estimate steady + 5% + 5% +10% ~10%, + 5% Steady +15% 
July weather Good Good i Good Good Mixed Good Good Good 
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what's tte PRICEP 


Price stability at the retail level seems to have been achieved 
in practically all parts of the U. S., according to reports received 
at presstime from dealers. While there have been some minor up- 
ward and downward adjustments in a few commodities, there have 
been no changes big enough to alter the general price level. For 
the first time this year, no changes have been made from previous 
reports in the price level tabulations listed below. 


Reports from sawmills suggest that prices paid by retailers will 
continue to be firm, although the year’s period of heavy lumber 
buying appears to be ending. It looks now as if a normal amount 
of fall building will be in order with little extra volume to warrant 
further price boosts. 

Prices of other building products paid by retailers appear to 
be relatively fixed for the rest of the year, with several major in- 
dustries even guaranteeing no further price increase. 





Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zene 1 Zone 2 Zene 6 Zone 7 Zone 8 
Nerth South Mountain 
LUMBER Atlantic Atlentic Atlantic 


Douglas fir: 
Dimension: Std. & Bir. green R/L 2x4 $135 $145 
Std. & Bir. dry R/L 2x4 
Std. & Btr. green R/L 2x10 
Std. & Btr. dry 2x10 R/L 
Boards: Std. & Btr. green R/L 1x6 and 1x8 $130 


West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $145 
Std. & Btr. dry R/L 2x10 $145 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 $150 


Western Pines: 
Boards: No. 2 & Bir. dry 1x8 R/L S45 or 


shiplap $240 
No. 3 & Btr. dry R/L 1x8 $4S or 


iplap $185 
No. 4 Btr. dry R/L 1x8 S4S or 
shiplap $160 


Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 $115 $ 90 
No. 2 & Bir. dry R/L 2x10 $117.50 $105 
Boards: No. 2 & Bir. dry R/L 1x8 S4S or 
D & M or shiplap $127 $118 


Hardwood Flooring: 
Clear oak 25/32”x24," $280 $275 
Select oak 25/32"x2%4" $270 $260 


Interior Softwood Paneling: 
No. 2 ponderosa pine R/W $225 $230 
No. 3 ponderosa pine R/W $200 $220 


Wood Siding: 
Redwood bevel siding %’’x10” $300 $260 
Cedar bevel siding %x10” $295 ae 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Label $ 17 $ 20 $ 21 





PLYWOOD: 

Fir, Ve" DFPA-AD interior glue $139 

Fir, 4" DFPA-AD exterior glue $170 $150 $165 
Fir, %” DFPA-CD sheathing interior glue $135 $135 $145 
Fir, Ye" DFPA-CD sheathing interior glue $145 $170 $180 
Fir, %” DFPA-CD sheathing interior glue $180 $195 

Birch, V4" A2 $450 $400 $400 
Philippine mahogany, 4" rotary cut $175 


MILLWORK: 
Phil. mahogany flush door 
1%,"-2-6x6-8 
Birch flush door 1%"’-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade $ 6.75 
8d common steel nails $ 11.50 
Mineral wool insulation, full thick batt $ 80 
Wood fiber blanket, std thick $ 57 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
VY" insulating building board 
25/32” insulating sheathing 
%” gypsum wal 5 $ 57 $ $ 60 $ $ 60 
Y%" tempered hardboard $210 
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WE’VE BUILT 


@eeeeeeeeeeeeeeeeeees @eeeeeeeeeeeeeeees e@eeeeeeeeeeeeseeeeee 


YEARS of Ingrained Quality 


nto DAL C @, 
Architectural REDWOOD 


Three generations of skilled workmanship with 

advanced experience applied to engineered Your dependable supply 
development and automated handling has achieved source: Capacity: 155 
highest quality production of PALCO Architectural prescenger pte my we 
REDWOOD. Through this combination of feet — self - perpetuating 
“know-how,” methods and facilities PALCO timber reserves. 
REDWOOD remains as the industry’s hoe 


standard of comparison. 907 
Better buy PALCO—there’s no better buy than the best. 


THE PACI FIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 
100 BUSH ST., SAN FRANCISCO 4 « «35 E. WACKER DRIVE, CHICAGO 1 


2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF. 
MEMBER Oo F GA CF Oe eT A REDWOOD ptsocrarion 
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Udon of, Stelling ? 
You can DISPLAY 88 ITEMS IN 8 SQ. FT. 


... WITH NATIONAL’S 
NEW VISUAL PAC LINE 
AND HARDWARE 
MERCHANDISER 





Dealers agree that to see is 
to sell in today’s well- 
stocked hardware depart- 
ment. Your customers want 
to see before they buy! With 
National’s new Visual Pac 
Line and No. 100 Merchan- 
diser you get maximum dis- 
play value in a minimum 
floor space. Frees more 
space for your contractor 
business. That’s why so 
many dealers are joining 
the swing to the National 
of Sterling Visual Pac Line. 
It’s decimal packaged, too, 
for easier inventory control. 


Wri ne OE 


WRITE FOR FREE CATALOG TODAY 


NATIONAL MANUFACTURING CO. 
11908 First Ave., Sterling, Illinois 


LS NIN aA. Rg IATA Ai A ent sss —_ 
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